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CANDIDLY ++: 


The “Red Goose” line does not embody every feature that appears in various 
lines built around innovations and often untried devices, but .. . in “Red 
Goose” shoes for the larger boys we have adopted the “Cushion-Step Heel 
Mould” feature, which has proved by test to be entirely practical. 

Below are some details concerning this construction that really “cushions 
the heel” and gently massages the longitudinal arch in a natural (almost 
unnoticeable) way with each step. 

This is not alone a construction feature, but a merchandising “natural.” 
‘Red Goose” Cushion-Step Heel Mould shoes will attract new buyers to 
your store, and will certainly build repeat sales. 















Note the HEEL-MOLD 
feature—the seamless 
back molded to fit 
the heel snugly. 













Showing the amazing 
new CUSHION STEP 
Insole that actually 
cushions the heel and 
metatarsal and gently 
supports the longi- 
tudinal arch at every 
step. 











HEEL MOLD 







© post card will bring our saleaman to your store. ¢ 
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WV ALKER T. DICKERSON says: 
“It’s one thing merely to complain 
about taxes—another thing to do 
something about them.” He spon- 
sored the Tax Payers’ League, Inc., 
Columbus, Ohio. Want to start one 
in your town? White “Dick” for 
the know-how. 

Speaking of taxes, the osteo- 
- pathic shoe dealer in Birmingham, 
Alabama, last week had a customer 
saunter in, after reading the win- 
dow card describing the shoe as 
having “no tacks” and upon being 
fitted to his pair of $8.50 shoes, in- 
sisted that the 2 per cent sales tax 
of 17 cents was not in order for 
the window card, he insisted, meant 
“no tacks.” 


0 YAR 


NICHOLAS J. SCHORN of De- 
troit may wear his crutches to get 
about, but the old confident smile 
lights up his robust countenance 
when he tells our reporter: “You 
know, I’ve had my face lifted!” 
Returning by auto from White Sul- 
phur Springs and the Tanners’ 
Council meeting there a year ago, 
this month, his car crashed a tree 
near Findlay, Ohio, and Nick 
crashed his windshield, cutting his 





face seriously and also fracturing 
his hip. A year of recuperation 
finds him hale and hearty, his right 
leg slowly gaining its walking 
strength, and eager to get back into 
the tanning circle. 


* * * 


AT the monster rally and “com- 
munity party” to promote the 
GREATER NEW YORK FUND, on 
May 11, outstanding artists of 
stage, screen and radio contributed 
of their time and talents, to make 
it_a very successful affair. 

Victor Moore, well-known come- 
dian, sang (if you call it singing) 
the following: 


“Feet are very important 
To the anatomy! 
Feet, feet—boots, boots 
It’s not boots that march, it’s feet, 
feet, feet 
* * ok 
Feet are made for marching 
Feet are made to dance 
Feet are very handy 
To kick somebody in the pants 
* + * 
Feet get tired 
Sometimes feet get hot 
Some feet are very pretty 
Other feet are not 
os * 
Tootsies, dogs and puppies 
These are feet in slang 
There’s no place to put your feet 
when you hang 
>» ok * 
If you should go out 
Walking upon the street 
One thing is important 
Be sure ‘to take your feet.” 
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WHEN a merchant salutes his 
competitors in an ad he pays for. 
that’s news! T. Arthur Cohen, shoe 
specialist of Albany, New York. 
spends good advertising money in 
a double column ad in the Knicker- 
bocker News of Albany, saying: 





“When people think enough 
about ‘Foot-Health’ to come to our 
store, we cannot let them down. If 
we do, it will be disastrous. 

“When they come _ expecting 
much, and get nothing, our reputa- 
tion will suffer. They will be talk- 
ing against us, not for us. 

“It is up to us to be very sure 
they will talk favorably about our 
service: Give them foot comfort and 
they'll sing our praises, give them 
disinterested attention and they will 
howl their displeasure. Whether 
you buy your shoes from Beau- 
mont’s, Famous Shoe Store, Con- 
verse & Leighton, Cotrell & Leon- 
ard’s, Emery’s or Us, remember, 
while we are all ‘friendly rivals’ 
each store anxious to make satisfied 
sales for his own store, we are all, 
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in a larger sense, striving to help 
all the people of Albany to have 
and to enjoy greater ‘Foot Health.’ 
So, wherever you purchase your 
shoes, remember it is our duty to 
give you our BEST. 

“If we fail to give the protec- 
tion and comfort and health that 
depend so much upon proper fit. 
ting of GOOD SHOES—if we neg- 
lect to serve the best interest of our 
customers, then we are injuring 
ourselves. For once a person comes 
to us seeking relief, discovers we 
are not sincerely interested in ren- 
dering this service, they will he 
disappointed and discouraged. 

“That is why, for our own bene- 
fit, we must uphold the highest 
ideals of service and all of Albany’s 
shoe merchants, who are selling 
GOOD SHOES, are as vitally in- 
terested in your comfort and- 
Foot-Health—as our own store. 

“For your health’s sake, buy 
GOOD SHOES, fitted by expert 
shoe fitters and be comfortable.” 


* * * 


WHO made the shoes shown in 
colors on the inside front cover of 
Life magazine of May 9, 1938? A 
gasoline company illustrated three 
smart feet pressing the accelerator, 
in shoes red, blue and yellow and 
believe it or not—we have had a 
lot of calls for the shoe! 


* ” * 


‘/\5 1 CALF OR WHAT ? 


eg 












S6WV HEN is a calfskin, calf?” 
That’s a question a merchant asks. 
He bought some cowboy boots so 
labeled and they were made with 
black retan vamps and black elk 
vamps. Is a cow by any other 
name—calf? 

It’s liké the observation made at 
the Kid Tanners style show last 
week: “Only God can make a tree, 
but who makes kidskin?” Sotto 
voce reply—‘“Nanny goats.” 

* * * 


CLARENCE RAUT’S host of 
friends will learn with interest of 
his retirement from the Herold- 
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<IN” OR “OUT” 





—H. A. Strech, of Rickard Adver- 

tising Agency, says: 
“Business men have to make one 
of two decisions—they are going 
out of business, or they are going 
out for business.” 

—A true sentiment at all times— 
but especially true at this stage of 
struggle for economic recovery— 

—From my study of a fairly large 
cross-section of our industry | could 
name quite a few concerns that 
are going out of business—but 
they don’t know it. 

—On the other hand—there are 
many businesses that are wisely 
and courageously pushing ahead 
forbigger and better sales records, 
and are cognizant of the present 
Recession only as a passing phase 
of a great and rich country’s re- 
adjustment to changing condi- 
tions— 

—Failures are due principally to the 
unbending attitude of individuals 
who, more by luck than any other 
factor, attain certain success under 
fixed conditions, and refuse to 
change methods, policies and 
philosophy when the economic 
trade winds change their direc- 
tion. 

—It's a safe bet that one thing we'll 
always have with us —that is 
change. 


ack Va 


President 





Bertsch Shoe Company of Grand 
Rapids, Mich., to his farm close ad- 
joining Bristol, Ind., where he lives 
like a country gentleman. He told 
our correspondent a great deal 
about Irish potatoes—pass the but- 
ter and paprika! 


* xe * 


G EORGE MILLER, president of 
the Shoe Fashion Guild of Amer- 
ica, said at the Buyers’ Luncheon: 

“We feel the public will always 
respond to quality merchandise. 
My advice to you who are here 


and who are worried as to what 
to do, is that you are in business 
and you want to stay in business— 
and it is my opinion that if you 
will just buy shoes for the period 
in which you must do your busi- 
ness and put some promotion be- 
hind them and some thought be- 
hind them, you can get the business 
that you go out after. 

“IT say do your buying for the 
period in which you have to make 
your plans and if you can outline 
such program, I am quite sure that 
you are not going to have any 
trouble getting the business you go 
out after. 

“Don’t say—‘Let’s wait and see 
what’s going to happen,’ for after 
all, you’ve got to do business 
twelve months in the year and if 
you go out and plan your promo- 
tions and your business, you'll get 
the business. In the high-grade 
field there is always a demand for 
quality merchandise. There is al- 
ways a demand for the product that 
has a style theme to it.” 


* * * 


ERNEST W. FAIR of Oklahoma 
City, Okla., gives ten reasons why 
a shoe retailer sooner or later goes 
nuts: 

“(1) If your volume of business 
is up 10 per cent you are sure to 
read in the trade journals that shoe 
business over the country is up 
20 per cent. 











“(2) If your advertising _ per- 
centage is high, you must cut it 
down or suffer a net loss. If it is 
too low, you have not made the 
proper effort to promote more 
volume. 

“(3) If you buy supplies in ad- 
vance to cover against price in- 
crease and the increase materializes 
you have failed to buy enough to 
really save money. 

“(4) If you fire a troublesome 
salesman who isn’t producing what 
he should, he’s certain to go to 
work for your competitor and wind 
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up taking half your business with 
him. 


“(5) Just when you have spent 


$10,000 expanding and remodeling, 
a new competitor comes in, wrecks 
the local business and himself and 
leaves you behind the eight ball. 

“(6) It never fails but that when 
you have suddenly found an un- 
usual way to cut costs 10 per cent, 
something else is sure to go up that 
10 per cent or even more. 

“(7) If your mark-up is higher 
than last year, you probably could 
have done more business with a 
lower mark-up so you lost volume 
and slowed up your turnover. 

“(8) If you buy a small quan- 
tity, you should have bought more 
—but if you buy a large quantity, 
you are stuck with a lot of dead 
stock. 

“(9) If you are overstocked in 
size BB everyone demands BBB and 
if they clamored for one style last 
week, you stocked it up and this 
week nobody wants it. 

“(10) If you have nursed a pet 
sales plan along for six weeks until 
you have it fully developed invari- 
ably your competitor springs the 
same idea the very day before 
you're all ready to go.” 


* * * 


WALTER C. ROOSE of the Gen- 
eral Shoe Corporation, Nashville, 
is one of the greatest air adven- 
turers in the industry. As the plane 
landed in Kansas City last Monday 
night, a radio reporter handed 
him the microphone and said: “We 
like to hear from celebrities who 
travel by air, so Mr. Farley, won’t 
you please say a word or two to 
the audience.” Walter replied 
(and he was on the air) “It’s all a 
case of mistaken identity. I am 
Walter C. Roose of the General 
Shoe Corporation, etc., etc.” The 
publicity went far and wide in a 
message of shoes to the American 
public. 

Believe it or not, he did 3776 air 
miles in six working days. He 
left Nashville at 10:20 P.M., held 
a sales conference in Atlanta the 
next day. Aired to Dallas that 
night and held another sales con- 
ference. The next hop was to 
Chicago for a sales conference and 
then on to New York for the shoe 


convention there; and that night 
returned to Nashville. Not a single 
hour, of daytime travel—all by 
night—restful sleep in bed and 


.landing, refreshed, for the day's 


work. 

It shows what can be done ‘in 
this new age of speed and cer- 
tainty. 


* * * 


THE Chicago American had a spe- 
cial section: “PUT YOUR BEST 
FOOT FORWARD. Shoes that Fit 
Mode and Foot Take Top Honors 
this Spring.” 

It showed a boy and a girl in a 
range of shoes that they might wear 
and the first page was good-willing 
the shoe industry to the American 
public—and much appreciated. 

There certainly is cooperation 
among newspapers and honors go 
to the Chicago American. 


* * % 


BBRUCE BARTON, United States 
Congressman from New York, and 
one of the “tops” in the advertis- 
ing world, said in the June Cos- 
mopolitan: 

“The most important question 
that can be asked is: ‘What are 
the people going to be thinking 
tomorrow?’ Not even yet is Busi- 
ness giving to this question the 
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primary attention its importance 


deserves. 

“We still think of unemploy- 
ment, for instance, as a temporary 
problem; we talk as if a few 
changes in the tax laws and the 
repeal of miscellaneous New Deal 
measures would create such abun- 
dant new industries that all the 
people who want jobs would be 
put to work at once. But unem- 
ployment is world-wide. England 
accepted it realistically as a_per- 
manent phenomenon of the indus- 
trial age, and set up machinery to 
deal with it on that basis. 

“The sooner we follow the Eng- 
lish example (the dole) the better 
off we shall be. Unemployment is 
the biggest business in the United 
States. Government and Industry 
merely add to their burdens and 
expense by trying to blame it on 
each other.” 

* * * 

VOCATION 
If I could say what I would do 
With nothing to forbid it, 
I would consider this and that, 
Though no one ever did it. 
Perhaps I’d ask the bread-fruit 
To let me be their baker, 
Or maybe I would ask to be 
The centipede’s shoemaker. 
Maybe I would apply to be 
A carpenter’s star boarder, 
Or the potatoes’ oculist 


To keep their eyes in order. 
C. Epwin Fiynn 


trees 




















"Dare yuh to ask ‘em for seven league boots!" 
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NEWS is where you find it, and for the past few week: 
fashion news has centered in Kentucky and Virginia. in 
Maryland and Long Island. Where Society has been 
gathering to open the racing season. At events like the 
Virginia Gold Cup Steeplechase, informal country frocks 
(above) have been popular with shoes in sport 
leathers and peasant patterns. The shoe with little 
scalloped cuff looks specially well with the 
peasant dress on the right. And the thong. 
laced, high-tongued shoe with square toe is 
equally smart for this Summer linen. An. 
other country favorite is the plaid jacket for 
men and women, shown at the left in a picture 
snapped at the Maryland Hunt Club Race. At 
the Kentucky Derby, more formal dressing 
showed the favorites to be black patent leather. 
and some brilliant shoe colors to dramatize gav 

print costumes. 








Looks At The NEWS 


The RECORDER 


A velvet heel and velvet whipped seam is another 

way of dramatizing the leg and foot. Photo at 

right, on the opposite page, Marian Talley, N.B.C. 

Star, is shown wearing these stockings by Willys. 

This is the first time that foreign material has 
been knitted into silk stockings. 


WILLYS of Hollywood, hosiery designer for 
many of the stars, reports some interesting develop- 
ments. “Hosiery shades have taken on new richness 
and depth. For the first, hosiery color is definite, 
independent and important in and for itself with- 
out reference to costume. Only in rare instances 





can the new colors be called neutral. They are in- 
tentionally strong colors, chosen to complete a cos- 
tume with all the care bestowed on a bag, gloves, 
shoes or hat. . . . Hose will be sold to match a cos- 
tume as exactly as a hat, or to strike a sharp con- 
trast as is frequently desired of bag or gloves... . 


Attention will be called to leg and foot through 
this new independence of color. 

“Lisle still holds its newly won popularity for 
sports and spectator styles, subdued in color as the 
season advances, but still interesting for the depth 

| TURN TO PAGE 34, PLEASE} 





SOME INTERESTING FINDS 
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GIVE YOUR 
CHILDREN’S 

DEPARTMENT 
A BREAK 












Pp roperly Merchandised and Intelligently 
Promoted, It Will Yield a Profit to the 
Merchant Who Has a Clear Perception of 
the Possibilities That Lie in Juvenile Shoes. 













by 
B. D. ABNEY 

Manager Children’s Shoe Department 
Volk Bros. Co., Dallas 







B. D. ABNEY 








FIRST, and of major importance, a successfully 
operated children’s shoe department should be an 
entirely separate unit from all other departments with 







respect to its management! 






In far too many instances, and in otherwise suc- 
cessful stores, the children’s shoe department is rele- 
gated to some obscure corner of the women’s depart- 
ment with insufficient space or prominence. The buyer 
is frequently the women’s shoe merchandiser as well, 
with the result that after having given a vast amount 
of time and thought to the women’s shoe problems, 
he has little time or energy left to devote to the needs 













of prospective children patrons. 

Naturally under such circumstances the children’s 
department is left to shift for itself to a great extent. 
Often shoes are hastily bought without proper con- 
sideration and due interest. And yet, the often quoted 
and seldom followed business precept is still true, that 
“The store that successfully cares for the needs of the 
child today can be reasonably sure that the child will 


be an adult patron of tomorrow. Children’s department in the downtown store of Volk Bros. 

As a matter of fact, with us, this is the source from Company, Dallas, Texas, is shown in the photograph above. 

ee ti f ytd 1 derived On the opposite page is the juvenile section of the suburban 

ge proportion of new business 16 Gerive shop, which was opened nineteen months ago and has shown 

for the adult departments. When viewed in this light, 4 steady increase sincethat time. Operation of this depart. 

ment, with respect to buying, merchandising, etc., is carrie: 
on through the downtown department. 




















it is obviously good business to give considerable at- 
tention to the juvenile department rather than the 
consideration given it in many stores—that of being 
thought of as just a somewhat necessary side line. . 

Careful consideration should be given to the matter eliminate the pitfall of a weakened stock as the result 
of adhering to one line in any given price range—with of too much diversification. Frequently the policy of 
the proper balance for all ages—concentrating on concentration is pursued too rigidly, often to the point 
only necessary styles with frequent sizing. This will of lpsing that extra pair sale. 
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The Child of Today Is the Adult Customer of Tomorrow 


While we recognize the fact that certain basic styles 
are the mainstay of any children’s shoe department, 
nevertheless to limit the department too closely to 
these types will hinder the department in reaching a 
very satisfactory volume. 

The style element in women’s shoes was never more 
apparent than it is today. Isn’t it reasonable that this 
is being reflected in children’s shoes, also? 


ET is by no means: difficult to sell a style-conscious 
mother an extra pair of dress or party shoes for her 
young daughter if we have the courage to offer her 
something other than the conventional plain patent 
leather strap. While we must not overlook a carefully 
balanced stock of basic patterns, on the other hand 
style development in children’s shoes today is an im- 
portant factor to increased volume. 

Too much stress has been placed on the subject of 
wearing qualities in our advertising of children’s foot- 
wear. While this feature does have its place and cer- 
tainly should not be overlooked from the standpoint of 


proper lasts, superior materials and workmanship, 
mothers today are being educated to something far 
more important than wear in the children’s shoes. In 
fact, the mother is advised that in most cases her 
child’s shoes are outgrown before they are outworn. 
She is also convinced, when the facts are properly pre- 
sented to her, that carefully selected lasts and exact 
fitting for immediate wear, with only the normal al- 
lowance for growth, is a far more important consider- 
ation than just wear. 

Mothers are becoming more and more concerned 
about the normal, heathful development of their chil- 
dren’s feet rather than questioning possibilities of 
wear in the shoes. Stressing this in the store’s pub- 
licity and on the floor will do more to assure a von- 
stant flow of satisfied patrons than by harping on the 
“wear like iron” point of attack. 

To direct our efforts along these lines will go far 
toward establishing any store with the reputation that 
they are specialists in the children’s shoe business. 
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NO SMART SUMMER WARDROBE 
(S COMPLETE WITHOUT 


WHITE SHOES 


md hoe ane the smartest new 1938 
stights in WHITE SHOES for alll occasions, 
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EN a season of extreme color combinations, white 
shoes become musts in every Summer wardrobe. 

But remember this: your white shoe season will be 
made or lost at the fitting stool. A dramatic nation- 
wide featuring of white shoes, May 21 to 28, as sug- 
gested in the Editor’s Outlook in the May 7 issue of 
Boot AND SHOE REcorRDER will make the public “white 
shoe conscious.” But that is only the beginning for a 
well-organized promotion program extending right on 
through June and July. 

Intelligently planned and executed promotions will 
not only sell white shoes to customers—they will sell 
the idea of showing and selling white shoes to your 
own salespeople. 

Certainly colored shoes will be wanted—but they 
should be extra pairs, for nothing can take the place 
of the white shoe in a truly smart Summer wardrobe. 
There’s a place for colored shoes in this colorful sea- 
son. There has been for several seasons. The danger 
lies in letting your promotions and salespeople go mad 
on color, forgetting all else. 

“At the Styles Conference we were told of the Paris 
use of white-and-white. Also emphasized was the smart- 
ness of white with navy or white polka-dotted navy, 
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Make Your Community 


“WHITE SHOE 
CONSCIOUS” 


White Shoes Are Ever Important in the 
Summer Picture. In Both Paris and Cali- 
fornia, White Has Swept into the Style 
Scene. Russek’s of New York Predicts, 
“This Summer Will Be White, White as 
Never Before.” Women Should Have Both 
WHITE and COLORED Shoes. 


A white shoe ad for two columns or 
larger space, featuring a complete 
Summer wardrobe in white; copy to 
be developed about the theme that 
“No Summer Wardrobe Is Complete 
Without White Shoes.” 


by BR. E. ANDRUSS 


white with white-brown prints and white with pastels. 
The June issue of the Ladies’ Home Journal pictures 
TEN styles in white dresses, saying, “In a season of 
color, we’ve discovered that white is as dramatic as 
daisies in a flaming field of poppies.” And a headline 
calls them “PATTERNS OF YOUTH.” 

The basic theme of your promotion program for 
white shoes is suggested in the following copy that can 
be used as a newspaper ad, and for a letter to cus- 
tomers: 

No Smart Summer Wardrobe 
Is Complete Without White Shoes 


In your enthusiasm for colorful costumes and colorful 
shoes, do not overlook the importance of white shoes in 
your Summer wardrobe. 

Paris sponsors white-with-white. Many Summer shoes, 
white-ground prints, and pastels are smartest when white 
accented. And there will be frequent opportunities for a 
change from colored to white accessories to give new cool- 
ness and freshness to a costume. 

This Summer, as always, WHITE SHOES are important 
in the smart Summer wardrobe. Let us show you the 1938 
white shoes for sports, for general wear, for dress-up. 


No elaborate set-up is necessary to stage some co- 
operative promotion of white shoes the week of May 21 
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to 28, National Sport Shoe Week. Simply get together 
and agree to devote ads, window displays and internal 
store promotions to emphasizing dramatically the con- 
tinued and continuing importance of white shoes in the 
smart wardrobe. 

The theme headline “No smart Summer wardrobe is 
complete without white shoes” can be made up in 
white-on-blue display cards for general use as bus 
cards, in the stores, and wherever else they will reach 
the public with their message. 

Use in-store displays that serve as a constant re- 
minder to salespeople, and give them a better chance 
to talk white shoes to customers. In fact, salespeople 
should be definitely instructed to show white shoes to 
every customer for colored shoes—after the sale is 
completed. : 

In the smaller store open shelves covered with grass- 
green felt can be used for showing a sample line of 
white shoes; right up toward the front of the store. If 
space permits showing white shoes on fabric swatches 
in various typical Summer weaves and colors, so much 
the better. Various illustrations and articles showing 
the popularity and appropriateness of white shoes 
should be taken from magazines and mounted for 
display use. Get the fashion editors of local papers to 
carry an article or two on the “perennial popularity 
of white shoes,” due to their cool comfort and appear- 
ance, and the smart accent they give to so many Summer 
costumes, including the slogan “no smart Summer 
wardrobe is complete without white shoes.” 


FOLLOWING the cooperative featuring of white shoes, 
May 21 to 28, a program. of weekly white shoe promo- 
tions throughout June and July should be scheduled. 
Stores in the cooler sections of the country will find 
June an important white shoe month, if promotions to 
sustain interest are used. Neither customers nor sales- 
people should be allowed to become disinterested. Re- 


A rainbow of colors is fastened across 
a sky-blue panel with white lettering; 
the words “White Shoes Hold The 
Center Of The Fashion Stage” being 
cutout raised letters. The curved and 
oblong plateaus are green felt or arti- 
ficial grass, with white edges. 


member the woman buying her white shoes in season, 
instead of before the season, likes to feel that the shoes 
are desirable—not merely leftovers. Also that women 
selecting vacation shoes in July will respond to pro- 
motions that emphasize the desirability of white shoes 
even at their lowered prices. 

Among the promotional angles to consider in outlin- 
ing your June-July program are: 

Cool, cooler, coolest—white ventilated shoes. 

[TURN TO PAGE 34, PLEASE | 


AS THE GLEAMING WHITE 
OF THE TOWERING TRYLON 
AND MASSIVE PERISPHERE 
DRAMATICALLY DOMINATES 
AND ACCENTS THE RAINBOW 
OF COLORS RISING FORTHE 
NEW YORK WORLDS FAIR, 


SO WHITE SHOES REMAIN 
OUTSTANDING INTHE MIDST 
OFA COLORFUL SUMMER 





ET takes a lot of what they call “showmanship” to plan 
and design the sort of shoe windows that enterprising 
stores of today are using to arouse the interest of cus- 
tomers and make them more shoe conscious. The point 
is, that you can’t interest them in your shoes unless 
you first make them look the merchandise over, so to 
get their attention you put something odd, unusual or 
interesting into your window. Curiosity does the rest. 
When they stop to see what it’s all about, they must see 
the shoes you have on display. If the merchandise is 
interesting and attractive, the chances are that the atten- 
tion of a fair percentage of these customers will be trans- 
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“We're in the hands of Banditti,” said the showcard 

of this novel Frank Brothers (Fifth Avenue) win- 

dow. “The old time pirates had the world watching 

their step, so the smartly shod woman of today ap- 

propriately adapts the bandana knot to the adorn- 

ment of her footwear.” Grace Line of steamships 
lent the decorative details. 


With Spring comes the Circus, and this novel 

Shoecraft window had both color and current 

interest enough to command immediate atten- 

tion. If a circus is coming to your town, here’s 
an idea for you. 


ferred from the attention-getting background to the 
shoes you wish to sell. If the shoes strike their fancy, 
a certain percentage of passersby will be intrigued to 
step into your store, and from that point it’s up to your 
salesmen. Such, at least, is the theory, and successful 
merchants say it works out—on a reasonable average, 
of course. 

One good way to attract interest to your windows is 
to put something into the display that ties in with an 
important event, current or coming, in which large 
numbers of people are interested. Thus you capitalize 
public interest in the event to the advantage of your 
store. Being timely and full of news, your windows 
have a freshness that adds to their appeal. You 
put your store right in line with the march of 
events in your community, and thereby make people 








mea) 
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Playing Up the Important Current Ecents of Your Community Is a Good 


Way to Attract Attention, Arouse Interest and Strengthen the Im- 


pression in Customers’ Minds that Your Store Is in Step with the Times 


Prize winning shoe window used by J. & J. Slater, 
Fifth Avenue, New York, during recent World's Fair 
Preview. The display stands were designed to repre- 
sent the “Trylon,” or triangular obelisk, which will be 
one of the striking architectural features of the Fair. 


think of you as an. enterprising, up-to-the-minute mer- 
chant. The inference is that your store and your mer- 
chandise are likewise up-to-date, and that’s a desirable 
reputation for any business to have. 

For instance, the Slater window shown at the top of 
the right-hand page featured the New York World’s 
Fair during the recent preview held to call attention 
to the progress made in preparation for that event. 
This display was a prize winner in the contest held 
by the Fair management among New York merchants. 

[TURN TO PAGE 32, PLEASE | 


A simple but unusually effective window idea 

used by I. Miller. Shoe stands were attached 

to the criss-cross poles. Sheets of paper and - 

artificial flowers completed. the decoration. 

“You'll be as crisp as a new sheet of paper— 

as bright as a daisy in these dark linens,” said 
the showcard. 
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= ai Sadr's OUTLOOK. - 


Waiting and Waiting—for What?! 


WHEN a merchant receives a telephone call every 
day from a manufacturer and the talking distance is 
over a thousand miles; and the conversation starts: 
“When are you going to send me that fill-in order?” 
and is followed up with “Can’t you give it to me over 
the telephone?”—it is evident that some source of 
supply, somewhere, needs business and needs it badly. 
The strange part of it is that as I sat in the merchant’s 
office and listened to this one-sided conversation, with 
the inevitable answer “no,” that store needed sizes in 
these standard shoes from that source of supply and 
needed them badly. 

So, as one sitting in an idealistic position of dishing 
out advice, with only the expenditure of words, | said 
to the merchant: “What are you waiting for? You're 
doing a fair business. You need sizes. The country 
isn’t going to hell this year. You've told me that this 
source of supply is an absolute essential to your con- 
tinuance in business and yet you are playing a cat 
and the mouse game.” 

The merchant replied: “It’s funny, but this is the 
first time that I’ve become important. It tickles my 
vanity to have the head of the business high-pressuring 
me for, after all, I don’t know the guy—as I’ve done 
all my business with the salesman; and he'll be around 
next week, anyway.” 

So I buttoned up my lip and silently stole away, 
having learned a lesson; but I suppose I'll get my ears 
pinned back when the manufacturer reads this because 
it’s a true experience. 

All of us are learning that somehow every act of our 
lives is interrelated with something else. Individualism 
is a beautiful theory, but Life itself is the practice of 
give and take. The shoe business will go on no matter 
what happens. There could be machine guns in Times 
Square and three blocks away somebody would be 
going into a shoe store to buy a necessary pair of 
shoes. Modern life is like that and the sooner we 
realize it, the better. 

The reason we are making a mess of this recession 
and making of it a diabolical depression is that we 
have lost a sense of proportion. We translate a scare 
headline in a newspaper into a “do nothing” policy in 
our store. Waiting and waiting and waiting—for 
what? 

We talk of the shoe industry as though it were all 
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“hot shoes” that perish with the heat of the sun if 
they are black and perish, anyway, on the Fourth of 
July—just when the American public is ready to use 
something new and interesting for the hottest time of 
the year ahead. 

In a Billion-Dollar-Industry at retail, there must be 
$400,000,000 worth of it in shoes unaffected by heat 
or cold, season or year—that is speaking broadly. 
When such standard merchandise ranges all the way 
from work shoes to corrective shoes, there is a con- 
tinuing public demand that. is pretty close to the reg- 
ularity that you expect of a clock. To say that that 
sort of merchandise cannot be ordered, sold and 
reordered, is to deny the truth that we don’t live a life 
of shoes, but live a life of newspaper headlines, fears 
and phobias. 

The most important tools in America are a knife, a 
fork and spoon. With them we consume the basic 
necessities—come rain or shine, prosperity or poverty. 

The most important thing in the shoe industry is 
feet. With them we consume sizes and widths and 
styles. And the sooner we put our businesses on a 
regular in-and-out schedule of operation on the steady 
things, the sooner we will be back to, business. 

Remember, there is a definite inflexibility to part of 
the shoe business and arithmetic rather than emotion 
should be used in the conduct of that business. On 
certain shoes and certain service, a lot of businesses are 
in an impregnable position because over the years the 
public has come to the stores for precisely that mer- 
chandise and service. When you stop that orderly 
function of intake and outgo, you make depressions 
worse confounding. 

This same merchant, whose story leads this page. 
furthermore stated: “I haven’t any money for adver- 
tising.” That raises a laugh. He never spent enough 
to make his own name stand out on top of the trade- 
marks carried. We scored a hit when we told him 
that his present buying policy might have repercussions 
sometime hence and if the line. went elsewhere—what 
then little man, what then? He looked upon advertising 
as glamorous pictures bathed in shimmering words, 

[TURN TO PAGE 37, PLEASE] 
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DUDE RANCH 





SADDLES IN STOCK 
(AND NO FOOLING) 


STYLE 353 
WHITE ROUGHIE WITH HUBSCHMANS 
NO. 971 TAN CALF SADDLE 
WHITE MOGUL EYELETS 
AVONS SMOOTH GRISTLE SOLE 
WITH SPRING HEEL 


44.9 AAA 49 AA-A 3% 98B-C 
PRICE $2.40 
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of town instead of 
from local merchants. Badmemas 



































WHAT’S 


WRONG 


With Stores And Service? 


WV HEN shoe retailers and other merchants of Rich- 
land Center, Wisconsin, wanted to know if their stocks, 
services and prices suited customers, and how they 
could get more business from their trading territory. 
they conducted an extensive trade survey by mail to 
get the answers. 

The results were quite startling to say the least. Cus- 
tomers did not have to sign their names to the ques- 
tionnaires; merely had to fill them out and mail them 
in to the Richland Center Chamber of Commerce. For 
the most part the answers were sensible and offered 
good advice, with the results that many Richland Center 
merchants are revamping their sales policies. 

In the survey it was found that of those answering, 
29 per cent said that prices were too high, 10 per cent 
said that quality was too poor, 44 per cent said that 
larger selection was needed and 16 per cent said that 
hetter salespeople were needed. 

Here are some typical replies in the questionnaire: 

1. Can’t get narrow widths in shoes here, that’s why 
we go to other towns to buy. 

2. The reason for mail ordering is that you can sit 
down and compare prices without feeling under obli- 
gation to buy. 

3. Lower prices to a more reasonable figure. 

4. Carry a complete line of larger sizes. 

5. Merchandise can be bought in smaller towns at a 
lower price. 


6. One or more stores would receive more trade if - 


they would exchange merchandise without a row, and 


€\ustomers Tell Merchants in Trade Survey at 
Richland Center, Wisconsin 


more generously when goods are in A-1. condition and 
the exchange necessary. 

7. Have merchants and professional men in Rich- 
land Center buy their own requirements in town, too. 

8. Give more thought and consideration to farm 
trade. 

9. The merchants could improve their service bv 
waiting on people as they come in, not waiting on 
people they know and letting others wait. 

10. Younger, unmarried salesladies—more alertness, 

11. Have more“ of a variety. 

12. Provide space for farmers to park their cars so 
they will not have to walk so far with their goods 
when they come to town. 

13. Carry. quality merchandise in a better: variety. 

14. Take active interest in community and church 
affairs. 

15. Think Richland Center merchants high priced; 
otherwise they are okay. 

16. Get some better clerks. 

17. Let the customers look at the merchandise. 

18. Help the customer decide which article he or she 
would like to buy. 

19. The clerks will not let’ the customer alone long 
enough to look over the goods without asking them 
what they want. ; 

[TURN TO PAGE 46, PLEASE | 
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DESIGNED TO DO EVERY FIGURE 
JOB FOR THE SHOE-STORE! 
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TRY THIS 
REMINGTON RAND 
ADDING MACHINE 


7 DAYS FREE! 





11 Big features to crow about! 


1 Weighs under 11 pounds. 


2 Takes up less space than a 
letterhead. 


3 Simple 10-key keyboard. 


4 Totals to $9,999.99. . . lists 
5 columns. 


5 Handy correction key. 

6 Complete visibility .. . large 
readable type. 

7 Automatic total symbol. 

8 Automatic handle return 


9 Non-glare black finish. . . 
non-skid rubber feet. 


10 Automatic ribbon reverse. 


11 Fully guaranteed by Reming- 
ton Rand Inc. 





ONLY 5 DOWN tor the newest, lightest adding machine 


ERE is a portable listing 

and adding machine with 
every essential feature designed 
for your business, yet priced at only 
$57.50 cash . . . with 7-day free 
trial and low monthly terms. This 
new, improved model weighs a 
few ounces less than 11 pounds. It’s 
easy to carry wherever you want 
quick listing or adding of figures for 


cash transactions, inventory, tax 
records, bank accounts, accounts 
payable or customer accounts. It’s 
a simple, sturdy machine—just 10 
numeral keys which you press in 
the same order as you’d write 
figures on paper, plus conveniently 
placed total and correction keys. 
With $9,999.99 totaling capacity, 
this m::hine can do a complete 


OX: :f4 from Remington Rand 


figure job for you and save hours of 
valuable time every month. Phone 
our local office, see your dealer or 
mail the coupon now! 


Pog fet Trad 


MAIL COUPON 


Remington Rand Inc., Dept. 1053-A 
465 Washington Street, Buffalo, N. Y. 


Without obligation, please send me complete 
facts on the new Remington Rand and de- 
tails of 7-day free trial offer. 

Name.. 


Street... 


City 



















There Ought 





That woman’s here again! What woman? She is called “Returns” but 
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To Be A LAW? 






disguises herself under the title “Complaints”. Elucidate, you say—yes, 
I will. Here is life’s little drama re-enacted in the store where I am 
employed, until I tear out my remaining five hairs and stamp my feet 


til my arches break down. 


_ I am convinced that the same drama is played in all the better shoe 
stores throughout the country to a packed house. 


Any shoe store. (In most cases, the corrective type) 


Players: 

Manager, played by any adjuster of complaints. 
Customer, the average woman who tries to get some- 
thing for nothing. 

Seene: 

The customer enters the store with a package under 
her arm and a glint in her eye. 


Customer: 
Sir, I demand that you refit me with a new pair of 
shoes. Your clerk gave me the wrong last for my feet. 


These shoes have done my feet so much damage that 
I am now under a doctor’s care. 
Manager 

(With ears and mouth wide open, undoes package, 
examines shoes, looks at the soles which show two or 
three wearings with perfect tread. He tries shoes on 
and can’t see where the fitting can be improved): 
Madam, in my opinion these shoes are fitted correctly. 
It is possible that since you have weak feet these shoes 
may cause you slight discomfort until you’ve worn 
them a few times. Since you’ve worn them only two 
or three times it is hardly a fair test. 
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A Tragic Little Drama of Real Life That’s Been Playing the 
Shoe Stores of the Country Since “Uncle Tom’s Cabin” Packed 
’em in, but Which Never Showed a Profit for the Box Office 


Customer : 

Sir, you say that you employ only expert shoe fitters. 
If this is true then your salesman should have known 
that the toe on this shoe is “something-or-other” and 
it is not my last. Why, I put them on for a few seconds 
and I had dizzy spells, pains in my back, headaches 
and even my teeth have become a shade duller. | 
think I should be refitted or else I will cease buying my 
shoes here and tell all my friends what dreadful people 
you are. 

Manager 

(Very meekly, with mouth still open): Mr. Brown, 
kindly refit this woman with a new pair of shoes. 

The manager then goes into his office consoling him- 
self that the prestige of his store must be upheld at 
all costs and there must be no scandal about his expert 
shoe fitters. After all, he spends money on advertising, 
doesn’t he? Well, this customer will be one of his best 
media of advertising. : 

Author’s note: The manager takes another shot in 
the arm and dreams on. 

Climax of this drama—Shoes taken back are re- 
finished. This costs 25c. The manager then puts them 
back in stock with a 50c. P.M. The total cost added 
to re-selling this pair of shoes is 75c. 

Now here is that advertisement which the manager 
has prided himself on obtaining dirt cheap. 

.The aforementioned customer, Mrs. Jones, meets 
Mrs. Smith. 
Mrs. Smith: 

Oh! I have the most terrible time being fitted with 

shoes. 


\ 


Mrs. Jones: 

(Our leading lady of the play): Why, Mrs. Smith, 
you go down to Mr. Easymark and he will fit you 
with shoes. Then, after wearing them, if you feel that 
they are not your correct last you can take them back 
and be refitted with a new pair of shoes, Oh, yes, my 
dear, I am sure of it, he has done the same thing 
for me. 

Curtain 
Scene II: Place—same. 
Players—same manager, different customer. 

Customer enters store with a package under her arm 
and a glint in her eyes. Peculiar that the customer 
always has a package under her arm and a glint in 
her eyes. 

Customer : 

Mr. Giveineasily, the heels on these shoes are too 

high, I can’t walk my customary 25 miles a day. Your 


salesman should have known better than to give me 
a heel of this height. 

(In most cases if the salesman’s memory survives, he 
will recall that the customer insisted on a dressier type 


shoe and heel.) 
Manager: 

But Madam, | am sure that if you had asked for a 
little lower heel our salesman would have been glad 
to give it to you. 

Customer 

(It seems they all sing the same song): Well, your 
salesman, etc., etc. I'll never buy here—etc., etc. 
-—— and my friends won’t—etc., etc. 

Manager 

(By now he is minus one lung, his heart is growing 
weaker, and his breath comes with greater difficulty) : 
Mr. Roberts, refit this woman with a new pair of shoes 
in a lower heel. 


Curtain 

Then there is the type of woman who demands free 
service and repair as long as the shoes last. This type 
usually brings in an old pair of shoes which she has 
found in the closet, thereby depriving a mouse of « 
very happy home, and here is the usual cry: 

1. The shoes are much too large in the heel. They are 
tearing my hose and giving me blisters. 

Adjustment—Shoes are rebound to the tune of 5c. 
and usually they are mailed home, cost 15c.—adding 
the cost of 65c. to the selling of these shoes. 

2. This pair of shoes is throwing my feet to one 
side and the heels are running over. 

Adjustment—Shoes are wedged, heels are usually 
lowered and new lifts put on—cost $1.25, and if shoes 
are mailed home, 15c. more. Total cost added to sale 
of shoes, $1.40. 

This goes on and on—and I'll bet my last Winter's 
red flannels that the average store selling corrective 
shoes runs a repair bill of $80.00 to $100.00 per month. 

Rebinds, heels lowered, soles wedged, new toe linings. 
counter linings and in some cases new soles and heels— 
all given free as so-called adjustments. Where will it 
all lead to? Everybody does it because he knows 
everybody else is doing it. Why don’t we stop this wild 
rampage in our particular field? Where does our re- 
sponsibility in fitting shoes begin and where does it 
end? Doesn’t anyone know the answer? Let us 
“shoe men” unite under these slogans: 

1. If she wears them, she must keep them. 

2. If she wants minor alterations on worn shoes, she 
must pay for them. 
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BIG 


The unusual display fixtures: upon 
which the shoes are poised in this win- 
dow were designed to represent the 
‘trylon,” or tall triangular obelisk, 
which will be one of the outstanding 
features of the Fair from an architec- 
tural standpoint. The idea was simple 
but effective, and the illumination added 
much to its interest and attractiveness. 
The power of this display, however, 
was based very largely on the fact that 
it suggested instantly to everyone who 
saw it, an event of outstanding local 
interest at that particular time, when a 
parade and a series of concerts and 
other attractions were being staged to 
focus interest on the 1939 World’s Fair. 


“Shoe Circus” Attracts 


The circus is an annual event of in- 
terest everywhere, and when Ringling 
Brothers and Barnum & Bailey came 
to Madison Square Garden this Spring, 
Shoecraft of Fifth Avenue greeted the 
occasion with the colorful and attrac- 
tive window illustrated on the left hand 
page. “Spring Pleasures—The Circus 
and Shoecraft Shoes,” the caption read, 
and brightly colored circus posters 
formed the decorative features for the 
background. Toy animals and clowns 
were scattered about among the shoes 
to enhance the circus atmosphere. Here 
was a display sufficiently novel and in- 
teresting to attract a lot of attention, 
yet the decorative features were com- 
paratively simp!e and inexpensive and 
of such a character as to be readily 
available anywhere. So, if, the circus 
is coming to your city, why not give 
consideration to a display built around 
the same idea, but varied to conform 
to your own ideas? 

Frank Brothers of Fifth Avenue 
gave a piratical theme to a window dis- 
play showing a group of the new draped 
bandana knot shoes. The showcard 
cleverly tied the shoes in with the 
decorative idea and various properties 
used were loaned by the Grace Line, 
which operates ships to West Indies 
and South American ports. The fourth 
window illustrated in this*double-page 
spread, that of I. Miller, represents 
another simple display idea which has 
been carried out in a very clever and 
effective manner. 

A survey of shoe windows on Fifth 
Avenue and other thoroughfares in the 
mid-town shopping area of New York 
last week showed white shoes were 
being featured, along with other colors, 
in the more conservative types of 
women’s shoes, in the popular price 
chain stores of Thirty-fourth and For- 
ty-second Streets and in men’s shoe 
stores. The high style Fifth Avenue 
shoe shops were, for the most part, 
showing other colors in suedes, calf- 


“<“DOINGS”’ 
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skin, kid and fabrics, although white is 
the subject of widespread promotion in 
newspaper advertising. The weather 
last week was cool and rainy, and ap- 
parently some of the shops were hold- 
ing back their white shoe window pro- 
motions for a more favorable break. 


White Shoes in the Ads 


Last Sunday’s newspapers, however, 
again carried an impressive volume of 
white shoe advertising, as well as ads 
featuring white gowns and costumes 
for both daytime and evening. It be- 
comes increasingly apparent that the 
fashion importance of white will be 
very marked this Summer, and that 
white shoes will have an important 
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BRAMLEY LASTS 
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One of many attractive white shoe 
ads that reflect the season’s increas- 
ing interest in white footwear. 


IN SHOE WINDOWS 








place in the picture. For example, 
Arnold Constable declared in the cap- 
tion of an attractive ad last Sunday 
that “White’s Afoot This Summer in 
these smart steppers designed ex- 
clusively for us.” And the copy went 
on to say: “There’s clever fashion foot- 
work in these frost-white Walk-Overs 
created on the original designs of our 
own bootiers. . . . Immaculate buckos 
and pigskin softies for walking out 
smartly with your sport togs. . . . “Suede 
spectators to dramatize sideline cos- 
tumes. ... Crisp linen peek-toe sandals 
to flatter your gay prints ... just four 
of the exciting new styles that can be 
found only at Arnold Constable... 
every one skillfully fashioned by master 
Walk-Over craftsmen to insure comfort 
and perfect fit. $8,95.” 


Washable Whites Featured 


Featuring a group of attractive 
styles in white kid last week, Franklin 
Simon, of Fifth Avenue, said of them: 
“White for Keeps Because These Kids 
Are Washable,” and went on further 
to describe them as follows: “Kid soft 
as silk—smooth as porcelain—white as 
—well, think of the whitest thing you 
ever saw. White for keeps, because 
they’re washable. Just dust them off, 
dip a cloth in soapsuds—run it over 
them. They’ll still be snowy. Made to 
be little white lies about your size— 
smart on their own—smarter still be- 
cause kid’s now at its zenith—they’ll 
be your pride and joy. Well worth 
their prudent price. $10.75. Third 
Floor.” 

James McCreery & Co., another Fifth 
Avenue store, “Punctured White for 
Opera Fans” at the same price, $8.75, 
and said in their ad, “What’s new in 
shoes—light-hearted white operas, cool 
as an offshore breeze! One in white 
crushed pig, two in dazzling white calf, 
all punctuated with perforations and 
baring your toes.” 

“Pretty White of Laird Schober” was 
the theme song of a three-column white 
shoe ad by Franklin Simon, the full 
depth of the newspaper page and il- 
lustrating six styles. “Shoes that look 
too light to stay on the ground,” the 
advertisement said of them... . “Fine 
white buckskins, air-cooled with per 
forations and tiny chipped-off toes. 
They look fragile—but wear marvelous 
ly—signatures of chic for smart Sum- 
mer wardrobes.” 

Lane Bryant featured white shoes 
also in last Sunday’s papers, as did 
Coward, Macy, Red Cross and various 
others. Martin’s and a number of 
Brooklyn stores likewise played up 
white shoes from a fashion angle. 
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The Recorder Looks at the News 


[CONTINUED FROM PAGE 19] 


and variety of weave it has been pos- 
sible to develop in bringing an old 
favorite up-to-date. Especially success- 
ful is a waffle weave with over-lapping 
leaves in graduated sizes. It is also 
effective with clox and seams of colored 
feather stitching. 

“Still in the offing, ‘Marie Antoinette’ 
will precipitate an avalanche of 
period costumes for evening that will 
entail handsome, rich brocades and 
velvets, glittering metallics, a wealth of 
furs and elaborate jewels. . . . Colored 
semi-precious stones set in gold will 
have their equal in jeweled clox, seams 
or all-over design made _ possible 
through a new cementing process that 
eliminates the danger of catchings, 
prongs or loss through laundering. 
Gossamer sheerness in gold and silver 
flecked metallic hose will be a match 
for the precious metals themselves. 
Metallic designs in floral and all-over 
patterns have their counterpart in shoe 
design.” 

* * + 

Another piece of stocking news comes 
from Nat Lewis, maker of high style 
handbags. Mr. Lewis has recently gone 
into the manufacture of stockings and 
will soon have four shades on the mar- 
ket in four “Bo Bonnet” or straw colors 
as a companion selling piece to his 
“Bo Bonnet” straw handbags, now 
going strong in their second Summer 
season and again being promoted with 
matching hats by leading stores 
throughout the country. The special 
feature of the stockings is the construc- 
tion of the rounded heel which cradles 
the foot like a well-made shoe. The 
manner in which -the stitches are 
tapered off at the bottom does away 
with the little button found in the heel 
of even the best made hose. With open 
backs still important in shoe patterns, 
a perfectly smooth-looking heel is a 
real piece of news. 


* 


The demand for handbags to go with 
shoes is constantly growing. In fact, 
one retailer recently reported a big 
loss in shoe sales owing to the fact that 
he did not have matching bags for sale. 
The trend with several high style bag 
makers seems to be away from an 
exact copying of the shoe pattern to 
a matching of colors and materials in- 
stead.| This year many of the Fall 
lines of handbags are in preparation 
much earlier than usual and will be 
ready for the stores at the same time 
as the Fall shoes. Retailers please 
note! 








Three new promotional colors have 
been selected by the Colorcode Com- 
mittee from over a dozen transmitted 
by Colorcode—the machine for instan- 
taneous exact transmission of color— 


* 





from the Paris midseason openings. 
The three selections made for Ameri- 
can promotion in ready-to-wear and all 
types of accessories including stockings, 
gloves, cosmetics, and shoes, are Schia- 
parelli Burgundy, Paquin Fondant Pink 
and Molyneux Hyacinth Blue. They 
have been chosen as especially appro- 
priate for Summer and as good-mixers. 
On May 4 a card coordinating these 
colors in all types of materials was 
mailed from New York to all sub- 
scribers, and. by May 12, stores as far 
away as San Francisco and Seattle will 
be showing dresses, gloves, bouton- 
nieres, etc., of these exact colors in 
their windows. 

Speaking of colors, A. C. Lawrence 
expects that belts of Yankee Blue and 
Oriole Orange Lawrosuede (officially 
approved by the Fashion Committee of 
the New York World’s Fair) will be 
worn by the girls acting as guides to 
visitors at the Fair next year. These 
are the official Fair colors. These 
official colors and those chosen for the 
Golden Gate International Exposition 
are to be issued and publicized by the 
Textile Color Card Association. 


* *” * 


Ruth Kerr reports that “habitual 
dancers”—i.e., persistent shaggers—are 
responding most enthusiastically to 
shoes with platform soles. Two girls, 
questioned on the dance floor of a cer- 
tain well-known night club, said that 
they had been dancing for hours and 
had no burning sensation at all. The 
problem of making a flexible sole has 
been solved by the manufacture of a 
cork substance, probably containing a 
little latex. 
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Make Your Community 


“White Shoe Conscious” 
[CONTINUED FROM PAGE 23] 


White—always right for Summer. 

The popularity of color makes the 
woman in white more conspicuously 
smart than ever. 

Lovely white shoes for graduation 
and dances. 

White—smart accent for colorful cos- 
tumes. 

Paris sponsors all-white for evening. 

White has the knack of always look- 
ing right. 

Cool crisp white shoes for your Dec- 
oration Day trip. 

Accent your dark sheers and prints 
with cool white shoes. 

A “must” in every vacation ward- 
robe—white shoes. 

Nothing equals the foot-flattery of 
cool white shoes. 

Go “Fourth” in white shoes. 

WHITE—smart accent for colorful 
costumes. 

Checking back, we find this para- 
graph in bold face type in a report of 
“Florida Shoe Notes” in BooT AND 
SHOE RECORDER, February 5: 

“There is going to be more WHITE 
sold than anything else next Summer, 
and it will still be bigger volume than 
all colors put together. At the same 
time, the rise of color cannot be ig- 
nored, for it has been getting stronger 
year after year, and this year will un- 
doubtedly show more volume.” 

Which brings us right back to the 
all-important fact that over-emphasis 
on the novel or new to the neglect of 
other lines can (and does) create a 
false impression among customers. And 
salespeople who show colored shoes in 
place of white shoes rather than in ad- 
dition to them are also wrong. The 
way to extra sales lies in selling women 
both white and colored shoes. 





Window Display That Sold Shoes 
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SOFT BOX TOE 
AND COUNTER 
MATERIAL 


For Shoes in which special 


flexibility of Toe and Counter 


is desired 


This material gives extra pliability to 


the heel and toe portions of shoes. 


The use of this material in children’s 
shoes is the logical means of secur- 
ing desired strength with more than 
ordinary flexibility at toe and heel. 
Shoes made this way will appeal to 


parents for young and active feet. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





| 36] 


KANGAROO 


For profits in men’s i ear Ce 





well styled street and dress shoes of genuine 
Kangaroo leather are prime favor- 
ites for aggressive retailers everywhere. Men 
are easy to sell on this fine leather because 
of its outstanding characteristics, because it’s 
a man’s leather for active feet .. and once 
sold, men from Maine to California 

keep coming back for more. As 


tough as rhino yet as soft as fine 


u] 
kid , genuine Kangaroo offers real foot 


comfort, pliability and light weight, yet is 
17% stronger, weight for weight, than any 


wen 


other leather:.- ‘J-~+ Feature shoes of genu- 


ine Kangaroo in your store. Keep your own 
wily, 

cash register dun busy with these shoes that 
Cates: 

give you definite sales and advertising points, 


and that make friends of your customers. 


TANNED IN 
" AMERICA 


Surpass Leather Co. 
Richard Young Co. 
Ziegel Eisman Co. 


.. «New York 
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NOBODY LIKES 
RETURNED MERCHANDISE 


To the Shoe Retailer 


unjustified complaints and returns are a source of never- 
ending irritation. More than that, the adjustments that 
are frequently made in trying to satisfy customers who 
bring shoes back, often after they have been subjected 
to actual wear, result in serious losses which the average 
store can ill afford to bear. 


To the Shoe Manufacturer 


complaints, returns and adjustments are no less trouble- 
some than to the merchant. It has even happened some- 
times that merchants who felt compelled to “make the 
customer happy” by taking back a pair of shoes because 
of some defect, less real than imaginary, have returned 
them to the manufacturer, firm in the belief that he 
should take the rap. And hasn’t many a manufacturer 
done that very thing, not once but many times, until the 
aggregate of his losses from this source mounted to 
important money? 


Now in fairness to all concerned, isn’t this a problem 
that should be attacked at its source? Shouldn’t some- 
thing be done in the shoe store to check the abuse of 
the privilege of bringing shoes back for adjustment? 
Several years ago the RECORDER published an article 
by the late Murray C. French entitled “If She Wears 
It She Should Keep It.” This article created a lot of 
discussion at the time, and one retail shoe man who read 
it has been thinking about it, on and off, ever since. A 
few weeks ago he telephoned the RECORDER to say he 
thought another article should be published on the same 
subject. And what’s more, volunteered to write it. We 
took him at his word and this week his dramatic story 


appears. 


“There Ought to Be a Law!°’ 


is the title, and whether you're a retailer or a manu- 
facturer, we believe you'll agree he’s raised some ques- 
tions that deserve serious consideration. BOOT AND 
SHOE RECORDER recommends them for discussion at 
coming conventions. 


Styles in the making this season are especially interest- 
ing, and it’s important for every shoe man to know 
about the important innovations as fast as they appear. 
What a particular style development means to an in- 
dividual merchant or manufacturer is something else 
again. The RECORDER summarizes some of these im- 
portant new developments this week in a feature entitled 
“The RECORDER Leoks at the News.” And we plan 
to make it a regular feature appearing from week to 


week. 


There’s a highly significant article on children’s shoes, 
also, and a feature on white shoe promotion that every 
merchant should read. Also an article on window dis- 
plays and many other important items. To profit these 
days you must promote, and here’s an issue that abounds 
in practical promotional ideas. 
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New Non-Skid Moccasin 


New Haven, Conn.—The Sperry Shoe Company of 
this city, recently introduced what is said to be the 
first moccasin specifically designed for yachting. Actual- 
ly, however, this shoe should be ideally suited to camp- 
ing, canoeing and general sportwear. 

The feature of this moccasin is the unique Top- 
Sider sole invented by Paul Sperry, an experienced 
yachtsman himself, and introduced about a year and a 
half ago on a canvas yachting oxford. This sole em- 


bodies an entirely new principle of design whereby 
thousands of small rubber waves open up in action to 
create a squeegee and suction effect. Yet, on the 
straight-away the sole is perfectly smooth and flat. 
Moreover it is pure white rubber and will not leave a 
mark on the brightest surface. The. Top-Sider sole has 
already received the acclaim of thousands of yachts- 
men and it has proved its mettle on the heeling, 
drenched decks of such famous craft as the Ranger, 
Endeavour II, Stormy Weather and Lulu. 

With this latest addition, the Top-Sider line of 
yachting footwear now includes Top-Sider yachting 
oxfords, Top-Sider pilot boots and Top-Sider moccasins. 
The moccasins are made with either serviceable brown 
or dressy white elk uppers in men’s and women’s sizes. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


prepared by starry-eyed poets. If the manufacturer 
paid 50 per cent of the ad, he figured out he was getting 
a grand and glorious break. He’ll live to learn that it’s 
all in the cost price, somewhere; and the more it costs, 
the higher the retail price and the fewer the customers. 
You get what you pay for—no more, occasionally 
less. But if the good old reliable salesman on the 
floor can give the public that service that sizes alone 
can give, then indeed he has a continuing business de- 
spite his handicaps—among them being the lack of a 
sense of proportion. For, after all, the best thing in a 
shoe store is sizes—good times or bad—sizes! That’s 
where the public gets its full value for the dollar. 


Wait 





AX FAS 


GOOD MAN 


Ct the cabby kept his car at the curb while 
his distinguished looking fare hobbled into 
O isin s at Miami. 

“Not crutches,” said he to the floor manager 
who met him at the door. ‘““What I want is a pair 
of shoes that will soothe and comfort my 
aching feet.” 

“We have just what you need,” said the bright 
young floor man as he directed the customer to 
Burdine’s shoe department. There, a retail sales- 
man took but one look, then brought out a 
smart looking pair of Wright Arch Preserver 
Shoes and forthwith tried them on. 

One step, two steps, three steps and the foot 
weary customer pranced around the depart- 
ment. “Give me four pairs” said he, ‘‘and send 
a boy out to pay that cab driver. From now on, 
I'll stand on my own two feet.” 

And, as true as this story (we've got a letter 
to prove it), there’s plus profits to be had in the 
Wright Arch Preserver franchise. Drop us a line 
today for our do _ sheet — all about the four 
patented foot health features, smart 1938 styles, 
snappy new promotional material, current 
national advertising. 
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(Br Equipment 





ROUNDED 
OUTSOLE 


WITH INSOLE 
Biock Sote INCISION 


PLANET SOLE ROUNDING MACHINE — MODEL E 


The Planet Sole Rounding 
Machine — Model E and 
GC Splitting Machine— 
Model E are available to 
all Sbicca-DelMac licensees 


REMOVED 





WT SPLITTING MACHINE — MODEL E& j 
























938 BOOT anp SHOE RECORDER, May 21, 1938 [39] 


it for PRECISION 


SR «oe reper 


and EFFICIENCY FOR LOCKSTICH 


SOLE 
~ ATTACHING 




















Sbicce-DelMac process of stock fit- 
ting requires particular accuracy and 
uniformity in the preparation of out- 
sole and innersole. Because both 
pieces are derived from one sole, 


precision in sole rounding and sole 
FOR CEMENT splitting are very important. 


SOLE 
ATTACHING 





The soles of Sbicca-DelMac shoes may 
be attached by any of four standard 
processes: Cement — Lockstitch — 


McKay Sewn — Goodyear Welt. 





Complete U/C Equipment for stock- 

fitting and attaching the soles of serccaae 
Sbicca-DelMac shoes affords manu-  moverc 
facturers the advantages of maximum 
operating economy at lowest avail- 


able machine costs. 


| @% CEMENT SOLE ATTACHING 
MACHINE — MODEL B 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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“THIS IS NATIONAL SPORT 
SHOE WEEK” 










“fg “| KNOW... AND \ 
§, WE'RE GOING 
TO TOWN!” dome, 


gw 


LET SHINOLA LEAD THE WAY 
TO WHITE CLEANER PROFITS 


HIS WEEK . .. and every week... 

make Shinola White the keynote of 
your shoe dressing display! Tie in with 
National Sport Shoe Week by featur- 
ing the nationally-known white cleaner 
that’s guaranteed not to rub off! 

Your customers know Shinola White. 
They know that it’s guaranteed three 
ways: To whiten quickly; to remove 
stains; not to rub off. And this 3-way 
Shinola guarantee can pile up sales and 
profits for you this season. 

Get ready now for the biggest white 
cleaner season. Let your customers 
know that you have Shinola White .. . 
by displaying it prominently in your 
store .. . on counters .. . in windows. 
Remember—Shinola always sells! 


APPLICATOR IN EVERY PACKAGE 


DISPLAY SHINOLA FOR BIGGER PROFITS! 








1938 





BOOT ann SHOE RECORDER, May 21, 1938 


oe RES 


THIS WEEK IN THE SHOE TRADE 


Saturday, May 21, 1938 


Natienal News 





Retail Groups Would Revise Wage Bill 





As Measure Stands, Some Believe It Would Now Cover 
Virtually All Retail Business 


WASHINGTON.—Belief that the pend- 
ing wage and hour bill as reported out 
by the House Labor Committee would 
include under its jurisdiction virtually 
every retailer in the country has been 
expressed by various retail groups who 
point out that retailers should push for 
revision to clarify their status under 
the measure. 

Prompted by recent House action 
whereby a petition carrying 218 signa- 
tures pried the bill loose from the 
hostile Rules Committee and assured a 
House vote at this session of Congress, 
retail interests have registered concern 
that the controversial bill attempts to 
cover too much ground when super- 
ficially it seeks to exempt employees en- 
gaged in a local retailing capacity. 

Investigation disclosed that although 
sponsors disclaim any attempt to cover 
even purely local retailers, the bill 
leaves it to the discretion of the Secre- 
tary of Labor, the administrator desig- 
nated in the measure, to determine and 
define the term “local retailing capac- 
ity.” Further, the secretary could ad- 
judge an industry to be engaged in an 
activity affecting interstate commerce 
and therefore subject to the terms of 
the law if “such industry is dependent 
for its existence upon substantial pur- 
chases or sales of goods in commerce 
and upon | , transportation in com- 
merce. 

Opponents agree that inclusion of the 
phrase “purchases ... of goods in com- 
merce” would bring substantially all re- 
tailers under the law even though a 
merchant never sold a dollar’s worth of 
goods in interstate commerce, and point 
out that the administrator would have 
little difficulty in proving that a sizable 
amount of goods were purchased in in- 
terstate commerce. 

Irving C. Fox, counsel for the Na- 
tional Retail Dry Goods Association, 
has proposed revision of the bill along 
these lines: 

1, The clause empowering the Labor 
Secretary to determine what industries 
have activities nation-wide in scope 
should be eliminated since the Supreme 
Court has already decided that even 
local employees engaged in production 
for such industries are engaged in a 





DATES TO REMEMBER 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl...May 23, 24, 1938 

Southwestern Shoe Travelers Associa- 
tion, Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 

May 29, 30, 31, June 1, 1938 

Pacific Northwest Shoe Retailers Asso- 
ciation Convention, Multnomah 
Hotel, Portland, Ore. 

May 30, 31, June 1, 1938 

Nebraska Shoe Retailers’ Association 
Annual Convention, Cornhusker 
Hotel, Lincoln, Neb...June 4, 5, 6, 1938 


Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 5, 6, 7, 1938 
Boston Shoe Show, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass.....June 6, 7, 8, 9, 1938 
Annual Convention, California Shoe ~ 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 
lowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa 
June 12, 13, 14, 15, 1938 
Wisconsin Shoe Retailers Association 
25th Annual Convention, Plankin- 
ton Hotel, Milwaukee, Wis. 
June 12, 13, 14, 1938 
Michigan Summer Shoe Fair, Pantlind 
Hotel, Grand Rapids, Mich. 
June 19, 20, 21, 1938 
Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, III. 
June 20, 21, 22, 23, 1938 
Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 
July 10, 11, 12, 1938 
Charlotte Shoe Fair, Hotel Charlotte, 
Charlotte, N. C.....Jaly 10, 11, 12, 1938 


Buffalo Shoe Travelers Association, 

Shoe Show, Hotel Statler, Buffalo, 
July 31, August 1, 1938 

National Industrial Stores Association, 

12th Annual Convention, Hotel 

Netherland-Plaza, Cincinnati, Ohio 
September 19, 20, 21, 1938 





function affecting interstate commerce; 
2. Elimination of the phrase “pur- 
[TURN TO PAGE 42, PLEASE] 


Shoe Club Elects Officers 


New YorK—The Shoe Club of New 
York, Inc., held their annual election of 
officers at one of the largest-attended 
meetings ever held by that organization 
on Tuesday evening, May 10, at the 
Hotel McAlpin. Ben Barnett, shoe 
buyer for Arkwright, Inc., was elected 
president, succeeding Leonard Fried- 
man. 

Elected to the board of directors were 
Morgan Grossman, of Unity-Grossman, 
Inc., and Herman Shaffer, of J. & J. 
Slater, Joseph Traeger, of Julius 
Grossman Shoes, and Everit B. Ter- 
hune, president of Boor AND SHOE RE- 
CORDER, were reelected to the board. 

As usual, the Shoe Club arranged a 
very interesting entertainment program 
for those present. Dr. Jacob Tarshish, 
well known radio commentator known 
as the “Lamplighter,” was the featured 
speaker of the evening. Others on the 
program were Arthur Boran, mimic, as 
master of ceremonies; Cass Franklin, 
baritone; Annabelle Lee, singer, and 
Robert Steiner, pianist. 

Announcement was made at this 
meeting by Ronnie Mermelstein, chair- 
man of the golf committee, that the 
Shoe Club would hold its first golf 
tournament of the season on Thursday, 
May 26, at the Elmsford Country Club, 
Westchester. 


Buffalo Teavdnne to Hold 
Second Show 


BuFFALo, N. Y.—Following a success- 
ful Shoe Style show at the Statler 
Hotel, May 8 and 9, Louis Rubin, presi- 
dent of the Shoe Exhibitors, announced 
that the next show will be held on 
Sunday and Monday, July 31 and 
August 1. The decision to hold a mid- 
Summer show, as well as one in the 
Fall, the date of which probably will 
be determined later, is a direct result 
of the success of the shows so far held 
this year. 

“The exhibitors are greatly gratified 
at the interest shown by shoe re- 
tailers in these shows,” said Mr. Rubin. 
“The large number of retailers from 
outside of the city and the volume of 
orders written have proven the worth 
of these endeavors. Each successive 
show gives us the ideas to make the 
succeeding ones run smoother and more 
efficiently.” 

The next show will be held, as the 
last, at the Hotel Statler. 








[42] 
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DREW “Arch Rest’” Shoes Have Scuffless Heels 


The increasing preference for shoes with Scuffiess 
heels is the main reason why so many important 
manufacturers use Scuffless “PYRAHEEL” plastic 
heel covering. They know women associate this 
plus value with the finest footwear. Take advan- 
tage of this plus value by specifying ““PYRAHEEL” 




































on your next order. Write today for samples. 
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Retail Groups Would Revise 
Wage Bill 


[CONTINUED FROM PAGE 41] 


chase of goods in commerce” as a crite- 
rion for classifying the industry as 
coming under the terms of the bill; and 

8. Inclusion of a clarifying provision 
to exempt “employees of a retailer the 
greater part of whose selling is in in- 
trastate commerce.” 

The wage-hour draft on which the 
House will vote provides a minimum 
wage of 25 cents per hour and an hour 
maximum of 44 per week with a gradu- 
ated liberalization over a three-year 
period until a 40-40 ratio is attained. 
No Southern differential is provided—a 
factor which is expected to prove a 
stumbling block in the Senate where the 
original Black-Connery measure, con- 
taining a differential provision, was 
passed at the last session of Congress. 
Such action on the part of the Senate 
would send the bill to conference where 
its chance of emerging would depend 
upon the date to be fixed for adjourn- 
ment. 

The House Labor Committee, report- 
ing favorably on the bill in April, said 
that the need for enactment during the 
present session is “urgent,” and that 
the bill should be passed to halt a 
“vicious spiral of deflation” resulting 
from widespread reductions in wages. A 


minority report by Representative Ram- 
speck, of Georgia, ranking committee 
member, characterized the draft as an 
unreasonable exertion of governmental 
authority. He called it arbitrary, dis- 
criminatory and in violation of the due- 
process clause of the Constitution and 
forecast its downfall if and when it 
reaches the Supreme Court. 





Popular for Spring 





thts 


A shoe that is enjoying active promotion 

this Spring is this new ghillie adaptation 

of the Norwegian pattern of vegetable- 

tanned leather from the House of 
Crosby Square. 






J. Edwards Salesmen Meet 


PHILADELPHIA, Pa.—J. Edwards & 
Co., of Philadelphia, held their semi- 
antiual sales meeting last week under 
the auspices of Robert L. Huffine, vice- 
president and director of sales, for the 
purpose of presenting and discussing 
the 1938-1939 Fall and Winter line. 

At the meeting the following changes 
affecting their personnel were an- 
nounced: 

Joseph A. McCaffrey, 16 years with 
the company, has been promoted to be 
in full charge of styling; John Leo 
Dowd, for three years the salesman for 
the Middle West territory, has been 
transferred to New England; William 
T. McDaniel, for four years in New 
England, has been transferred to Mr. 
Dowd’s former territory and will reside 
in Chicago, and Thomas Cones, has 
been added to the sales force and will 
cover the Southeast. His home is in 
Birmingham, Ala. 

At the conclusion of the meeting, Al- 
fred Zoelly, president of the company, 
was host to the salesmen and the office 
sales organization at a dinner at the 
International Casino in the Arcadia. 

The salesmen who attended the meet- 
ing were: 

John Leo Dowd, New England and 
New York state; N. I. ‘Nathan, New 
York City; Joseph T. Bannak, New Jer- 
sey, eastern Pennsylvania and Dela- 
ware; William J. Liggett, Philadelphia, 
Baltimore, Washington and western 
Pennsylvania; Thomas Cones, the 
Southeast; Jack H. Brown, eastern sec- 
tion of the Middle West; Wm. T. Mc- 
Daniel, northern section of the Middle 
West; James Y. Player, the Southwest, 





and Eugene Sternberger, the West 
Coast. 
New Crosby Square Catalog 


MILWAUKEE, Wis.—The new Crosby 
Square catalog of “Guardsmen” shoes 
for men has been recently completed. 
This new book features a novel ar- 
rangement in that the various lasts and 
leathers, usually carried in the front 
or rear or sometimes in the center 
spread of a catalog, are presented in a 
more practical way so that they are 
constantly before the dealer, ready for 
his instant reference as he _ looks 
through the catalog. The leathers are 
shown in their natural colors and are 
in the form of small hides. Raised 
slightly from the paper, they simulate 
the actual leather. 

Shoes are shown in actual photo- 
graphs on the left side of two pages 
while the numbers and descriptions of 
each are carried on the opposite. right 
hand page. 

Throughout the entire book, em- 
phasizing the British Guardsmen ef- 
fect, are small incidental illustrations 
of the guardsmen. The photographs of 
the shoes have been livened up by a 
small statuette of a guardsman in 
color, leading each group of “Gards- 
men” shoes. 
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Will Urge Merchants to “Sell More Shoes” 





Joseph S. Stern, President of United States Shoe Corporation, 
Announced as Keynoter at Midwest Shoe Fair 


CINCINNATI, OH1I0—Joseph S. Stern, 
president of The United States Shoe 
Corporation, Cincinnati, has been an- 
nounced as the keynote speaker at the 
Midwest Shoe Fair luncheon, at the 
Netherland Plaza Hotel, here, on June 
6. This is to be the principal meeting 
during the Fair and Mr. Stern has 
chosen as the subject of his address 
“Sell More Shoes.” He will emphasize 
the fact that the shoe business is 
really the “Rock of Gibraltar” of mer- 
cantile business and that shoes have 
stood the acid test of the past six years 
and proven the most profitable item in 
the field of women’s apparel. 

Mr. Stern will show the advisability, 
in his opinion, of further expansion of 
shoe departments in department stores 
because of these profits, and the ex- 
pansion of lines in an exclusive shoe 
store for greater volume of sales. 

“In selling shoes,’ said Mr. Stern 
recently, outlining his views on some 
of these matters, “we are up against 
not only the competition among shoe 
stores themselves, but also the competi- 
tion of all other apparel, for both men 
and women today budget themselves 
with so much to spend on clothes, and 
it is our job to secure a larger percent- 


JOSEPH S. STERN 


age of that -budget for shoes. Every 
merchant in every city and every sales- 
man in every state in the Union help 
one another to sell more shoes, and it 


1 


is every man’s duty in the industry, re- 
gardless of whether he is in the pro- 
duction, advertising, selling or retail- 
ing of shoes, to attempt to create a de- 
mand for more shoes. Shoes are rarely 
bought because they are needed, but be- 
cause of the desire which the smart shoe 
merchants and manufacturers have 
created in the various promotions.” 


Rike-Kumler Modernizes 


DayToN, OnHI0o—The Rike-Kumler 
Company, one of the largest stores in 
Dayton, has built an addition to the 
main store and has completely re- 
modeled the older portion. On May 
12, the formal opening was held, and 
“Open House” prevailed for two and 
one-half hours. Customers were in- 
vited to inspect the new departments 
and the colorful displays of Summer 
merchandise. Employees of the store 
acted as hostesses, and a musical back- 
ground was provided on every floor. 

“Fashions of the Sun” was the theme 
of the Rike windows, unveiled for the 
grand opening. A lily pool, banked 
with Spring flowers, and a fountain 
provided an attractive setting for the 
new corner window. A display, “100 
Years of Photography” was featured in 
the new auditorium. 

A review of the opening, together 
with a program of entertainment and 
music, was broadcasted over station 
WHIO for the benefit of those who 
could not attend the opening in person. 
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“PLA-SHU” | 


Inexpensive All Leather 


Made on new UCO process, no staples. Made over | 
BROUWER'S Research Last £8. 


uleskin 
Send with Brown Trim 
No. 2000 sizes 6 -11 
e Nee 1%- 2 
* 2002 2%- 6 
7.) fee. 6 -12 
“Stocked in two widths, 
C and D.” 
Same in Elk. 
Smoked with Tan Trim 
Packed 24 pairs to the case. Sizes 6-11 with 
leather spring heel. Il others, rubber heels. 
Popular priced, Hygienic Health Shoe. The porous 
leather gives foot ventilation. ‘‘“PLA-SHU”’ circular 
sent on request 


MONDL MFG. CO. - - Oshkosh, Wis. 
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E. W. Howard 
Joins Jarman Sales Force 


NASHVILLE, TENN.—E. W. “Pep” 
Howard, a popular figure in the New 
England shoe retail trade, has joined 
the sales force of the Jarman Shoe 
Company, division of General Shoe Cor- 
poration, Nashville, according to an- 
nouncement by W. M. Jarman, presi- 
dent of the corporation. 

Buyer for Jordan Marsh, Boston, for 
a number of years, “Pep” is known to 
hundreds of shoe retailers throughout 
the New England states. He has been 
active in the New England Shoe Retail- 
ers Association and has served in vari- 
ous capacities as an officer of the asso- 
ciation. 

Mr. Howard is covering the entire 
New England territory for the Jarman 
Shoe Company, and is now calling on 
dealers of the company in the territory. 


Correction 


In connection with the article, “Sell 
Your Customers and You’ll Sell Your 
Shoes,” on pages 28 and 29 of the May 
7 issue of BooT AND SHOE RECORDER, 
Daniel L. Boone, who contributed the 
article, was erroneously referred to as 
manager of the Walk-Over Shoe depart- 
ment of Sanger Bros., Dallas, Tex. Mr. 
Boone has written the RECORDER call- 
ing attention to the fact that Mr. Clyde 
Mayes is manager of the department 
and this correction is made at his 
request. 
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STOCK NO. 463 


FLEXIBL 


are the solution to the problem of ''re- 
charging" your children's Shoe Department 
to replace the older children who graduate 
to adult sizes. Produced by the leading 
baby shoe manufacturer, mothers are pre- 
sold on the familiar brand. 


MRS. DAY'S !DEAL BABY 


SHOE COMPANY 
DANVERS, MASS. 


HARD 
SOLES 
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Fall Outlook to Be Discussed at Boston 










Boston, Mass.—Developments of the 
past week indicate that the Nineteenth 
Annual Boston Shoe Fair will equal or 
exceed in point of attendance any of 
those held in recent years. Five floors 
were set aside for sample rooms at the 
Hotel Statler and practically all of 
these have been reserved. Reservations 
are being well taken, also, at the Hotel 
Copley-Plaza, which is co-operating. 

What is even more to the point, 
buyers from as far away as the Pacific 
Coast have requested sleeping room 
reservations, aware of the fact that the 
Boston show, on June 6, 7, 8 and 9, will 
afford them an unusual opportunity to 
compare styles, check up on shoe and 
leather prices and place orders. 

Then, too, there is to be considered 
the question of the business outlook this 
Fall and numerous will be the informal 
conferences which will develop a cross 
section of opinion from every part of 
the country. 

While no formal entertainment pro- 
gram has been undertaken by the show 
management, as this is to be strictly a 
business fair in every sense of the word, 
nevertheless a golf tournament for 


Business and Prices to Be Major Questions at Boston Shoe 
Fair, to be Held June 6, 7, 8 and 9 


those who play has been planned by 
another organization, the Boston Boot 
and Shoe Club. This social organization 
has extended to all visiting buyers an 
invitation to play the course of the 
Wollaston Golf Club, conveniently near 
the city, on June 6, the first day of the 
show; and the committee in charge, 
headed by Frank C. Donovan, has ar- 
ranged for many handsome prizes to be 
awarded the winners in the various 
divisions into which players will be 
grouped. 


N. E. Leads in March 
Shoe Production 


Boston, Mass.—The New England 
shoe States led the country in produc- 
tion during March with an output of 
14,705,926 pairs, a decrease of 13.5 per 
cent from March, 1937, as compared to 
a reduction of 20 per cent registered 
in all States during that month, ac- 
cording to an analysis prepared by the 
New England Shoe and Leather Asso- 
ciation, based on the shoe production 
release of the U. S. Bureau of the 
Census. 
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They're ON— 
They're OFF 


The answer to a 
Rider's prayer. Boots 
that go on and off 
easily yet fit per- 
fectly. 


Another 


COLT SUCCESS 


IN STOCK 


A new style that will set the pace and keep 
the lead for years to come. This feature is 
included in the Famous Colt popularly priced 
line of Riding Boots for both Men and Women. 
Write today for catalog B-30 showing these 


and Many Other Types 
of Fine Quality Boots 
OLT EST. 1899 


ROMWELL CO., Inc. 
STOUGHTON, MASS. 

















Massachusetts led all other States, 
with an output of 7,760,006 pairs, fol- 
lewed by New York with a total pro- 
duction of 6,296,793 pairs. Shoe output 
for Massachusetts represented a decline 
of 18 per cent from the same month a 
year ago, while the losses registered 
in New Hampshire and Maine equalled 
8 and 6 per cent, respectively. 

For the three months’ period, Jan- 
uary through March, the New England 
shoe States produced 34,897,403 pairs, 
or almost 11 million pairs less than in 
the same period a year ago. Losses 
made in this period by the individual 
States were 28 per cent for Massachu- 
setts, 14 for New Hampshire and 24 
per cent for Maine. 


Shoemen’s Guild Holds 
Final Meeting 


NEw YorkK—The Shoemen’s Educa- 
tional Guild held its final meeting of 
the season on Tuesday evening, May 10, 
at their meeting rooms, 358 Fifth Ave- 
nue. Lectures on foot anatomy, func- 
tions and shoe fitting in which the Guild 
holds classes every week, will again be 
resumed in the Fall. 

“Results were very gratifying this 
past term,” states M. H. Winkler, sec- 
retary, “sinee many new faces were 
seen at the classes in addition to the 
older students.” 


Walk-Over Gives Dinner 
for Shoe Firm 


MANCHESTER, N. H.—Marking two 
unusual business anniversaries, a din- 
ner was tendered George B. Dodge and 
Morris C. Austin of the G. W. Dodge 
Shoe Company, at the Carpenter Hotel, 
Manchester, on Tuesday evening, by 
the Geo. E. Keith Company. 

The occasion was the seventy-first 
anniversary of the Manchester store’s 
advent into the field of retail selling, 
and also recognized 50 years of retail- 
ing of Walk-Over shoes. 

Guests of honor were Mr. and Mrs. 
George B. Dodge and Mr. and Mrs. 
Morris C. Austin. Others of the store’s 
staff were also present, together with a 
group of Keith company officials and a 
number of other business friends. 

George H. Leach, vice-president of 
the Keith company, acted as toastmas- 
ter and introduced many of the hon- 
ored guests for brief remarks. Harold 
C. Keith, Walk-Over president, pre- 
sented Mr. Dodge and Mr. Austin with 
gold medals emblematic of their 50 
years of association with the Geo. E. 
Keith Company. He sketched a brief 
history of the Dodge store and told how 
the first purchases of shoes were made 
from his father in 1888, even before 
the name “Walk-Over” had been given 
the product. 

Both Mr. Dodge and Mr. Austin re- 
sponded fittingly. There were souvenirs 
for each of the guests and bouquets of 
flowers for Mrs. Dodge and Mrs. 
Austin. 

Those present from the store in addi- 
tion to Mr. and Mrs. Dodge and Mr. 
and Mrs. Austin were Mr. and Mrs. H. 
W. Bergquist, Miss Edyth Sanborn, Mr. 
and Mrs. Oscar Hebert and Alexander 
Clark. Other guests were Col. W. Park- 
er Straw, president of the Amoskeag 
Savings Bank; W. B. McInnis, head of 
the Thorne Shoe Company of Concord, 
N. H.; Robert M. Blood, managing 
editor of the Manchester Union-Leader, 
and D. Frank Shea, owner of the D. 
Frank Shea shoe store. The Geo. E. 
Keith Company was represented by 
President Keith and Vice-President 
Leach; George E. Keith, sales man- 
ager; D. E. Alexander, advertising 
manager; and R. E. Jackson and C. G. 
Kendall, salesmen. 


Foot Remedy in Liquid Form 


CHICAGO, ILL.—Dr. William Scholl, 
of the Scholl Mfg. Co., stated in a re- 
cent interview that Solvex in liquid 
form is winning popularity among both 
dealers and consumers. 

“While I naturally anticipated a very 
favorable reception for Solvex in liquid 
form because of the excellent reputa- 
tion it enjoys as an ointment for the 
effective relief of athlete’s foot, I am 
really surprised at its unusually quick 
success,” said Dr. Scholl. 

Introduced to the trade only a short 
time ago in response to many requests 
for a liquid remedy possessing the qual- 
ities of Solvex ointment, this new Dr. 
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Scholl product, in liquid form, is mov- 
ing unusually fast, according to dealer 
reports. 

The new remedy is put up in an at- 
tractive counter display, prominently 
featuring the words, “Athlete’s Foot,” 
along with an almost life-size illustra- 
tion of an infected foot. A panel of the 
display is devoted to a unique departure 
from the ordinary copy appeal, and 
stresses prevention, thus capitalizing 
on the dread that so many people have 
of contracting this prevalent and un- 
pleasant skin ailment. 
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New Nunn-Bush Store Opened 


Oak Park, ItL.—A new Nunn-Bush 
shoe store has opened at 128 N. Marion 
Street, here. It is owned by Edwin C. 
Grant. 
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What’s Wrong with Stores 
and Service? 
[CONTINUED FROM PAGE 28] 


20. Clerks tell you things are good 
when they are not. 

21. Use cooperative buying and re- 
duce prices. 

22. Merchants must bring their 
prices down in line with what the 
farmer receives for his products. 

23. Give the public something for 
nothing. 

24. Have more courteous salespeople 
with a desire to sell and not to talk 
about other stores, knock them, etc. 

25. Get different salespeople in cer- 
tain stores. 

26. Stores should be more liberal. 

27. Have better clerks and be more 
friendly. 

28. Everything in our home is pur- 
chased, whenever possible, through our 
home-owned stores. We believe more 
purchases by others in the community 
could be brought about by improved 
courtesy, understanding, tolerance and 
friendly appeal by our salespeople. 

Richland Center has a population of 
5000 people, and is surrounded by a 
rich agricultural area. It has several 
industries. The survey included a mail- 
ing of 700, of which approximately 
half were returned filled out by the 
recipients. 
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Illinois Shoe Men Convene at Peoria 





Shoe Travelers and Retailers Conclude Successful Meeting— 
John W. Rodgers Heads Retail Group 


PeoriA, ILu.—The Illinois Shoe Trav- 
elers’ and Retailers’ 1938 sessions, ac- 
cording to Carl M. Kramp, Springfield, 
retiring president, was one of the or- 
ganization’s best in 25 years of such 
meetings. Although exact figures could 
not be ascertained, travelers present 
agreed business was “brisk.” Business 
sessions, augmented by social activities, 
proved particularly stimulating, Mr. 
Kramp said. 

W. J. Crawford, Peoria, a _ past- 
president of the unit and general chair- 
man of the entire program, reported 
attendance of 247 retailers, more than 
100 travelers representing some 75 
lines, and wives and other guests 
which brought the convention total at- 
tendance to more than 700. 

Sunday’s events were peaked by 
visitations of dealers and their em- 
ployees to the travelers’ showrooms. 
The entire two-day program took place 
in Peoria’s Hotel Pere Marquette, and 
the travelers’ offerings were shown on 
three “solid” floors of the hotel. Golf, 
with Bert Wilcoxen, Peoria, as chair- 
man of that section, drew two-score 
shoe men to the Newman Golf Club 
during the same time. At 6.30 o’clock 
supper party, including the ladies, ter- 
minated the first day’s activities. 


One big business session, begun at 
12.30 o’clock Monday afternoon, cleared 
all organization factors. Mr. Kramp 
presided and the shoe men were wel- 
comed to the city by Mayor David H. 
McClugage. 

The principal address was given by 
B. C. Heacock, Peoria, president of 
the Caterpillar Tractor Company, who 
spoke on “The American Way.” Five 
minute speeches were also given by: 
B. C. Bowen, vice-president of the 
BooT AND SHOE RECORDER; Joe Wey- 
and, Jacksonville, Ill.; M. R. Chambers, 
St. Louis, Mo.; John Tobias, Freeman’s 
Bootmakers, and others. 

Election of officers and discussion of 
new business followed. 

John W. Rodgers, Bloomington, IIl., 
was elevated from vice-presidency to 
presidency of the retailers’ division, 
succeeding Carl M. Kramp, Springfield. 
Other new retail leaders are: M. W. 
Scherff, Peoria, vice-president; John 
Moser, Peoria, secretary-treasurer, and 
Bert Rogers, Galesburg, and O. W. 
Myers, Peoria, reelected directors. 
Manny Goodstein, Murphysboro, IIl., 
and John Purcillio, Herrin, Ill., are 
new members of the executive commit- 
tee. 

John Gow, 


Chicago, was _selecte:! 
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Genuine Moccasins 
IN STOCK 


You have undoubtedly observed 
how prominently these shoes are 
being displayed in high grade 
shops. Colt Genuine Moccasins 
are outstanding in style, quality, 
and price. Write today for Cata- 
logue M-20 showing these 


And Many Other Genuine 
MOCCASIN INNOVATIONS 
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chairman of the travelers, succeeding 
C. A. Swanagan, Terre Haute, Ind., 
who becomes vice-chairman. O. B. 
Boyd, Peoria, was reelected secretary 
of the travelers and Roland E. Lips, 
St. Louis, Mo., treasurer. L. W. Kiester, 
Herman Dreifus and Paul F. Schmidt, 
all of Chicago, were elected directors, 
and with Mr. Swanagan will auto- 
matically serve on the travelers’ execu- 
tive committee. The convention di- 
rectors voted unanimously to bring the 
annual meeting back to Peoria for its 
fourth consecutive time, convening 
again May 20, 21 and 22, 1939. 

Save for reports of the committees 
at 9 o’clock Tuesday morning, and con- 
tinued showings by the travelers until 
3 o’clock Tuesday afternoon, no further 
business was transacted. 

One resolution, to the memory of 
Peter Jackson, Rushville, Ill., was 
passed. Mr. Jackson, who had never 
missed an Illinois shoe men’s conven- 
tion, died in October, 1937. 

A social high point of the two days 
of activities was a general banquet 
held at 6.30 o’clock, Monday evening, 
featuring. Walter Schaible, Chicago, 
just returned from a year in Gen. 
Francisco Franco’s insurgent army in 
Spain. He recounted his Spanish ad- 
ventures. Entertainment and a dance 
followed the dinner. 

Styles shown during the convention 
by the travelers stressed Fall trends. 
Women, it was pointed out, have be- 
come accustomed to the “open toe” 


shoe; now the same inside roominess, 
plus an appearance of shorter length, 
is being adapted to Winter shoes as 
well as those for Fall. It was ob- 
served, too, that men’s shoes are lean- 
ing toward numerous changes, par- 
ticularly in colorings, said now to be 
“wide open.” 

Moderate heels, a return to reptile 
leathers, “off the foot” structure and 
continuation of the popular “wedgie” 
is seen for women, according to show- 
ings at the Illinois convention. Colors 
of women’s shoes are expected to dark- 
en slowly toward Winter, when black 
is expected to be dominant. Lighter, 
more lively colors are to be noted dur- 
ing the early Fall. 

Men’s styles also indicate new fea- 
tures including the square-toed “barge,” 
heavier types of leather, double soles— 
particularly in crepes—and water- 
proof shoes. Colors will range from 
luggage tan to cardo brown, and to 
gray and green or other double tone 
varieties, it was indicated. 

C. A. Swanagan, Terre Haute, Ind., 
chairman of the shoe travelers’ section 
of the Illinois organization, aided Past- 
President Kramp and Mr. Crawford in 
directing the convention program. 





Right Shoe Helps His Game 


Harold McSpaden, famous golf pro of 
the Winchester (Mass.) Golf Club, con- 
cedes that success in golf, as in many 
other sports activities, is often influenc- 
ed very materially by a wise selection of 
shoes, which should be so designed as to 
afford the widest degree of foot free- 
dom, while providing the support neces- 
sary to avoid fatigue. “Jug”? McSpaden, 
as he is known in the golf world, also 
has the reputation of being one of the 
best dressed pros in the game. He in- 
sists on a shoe that’s as smart as they 
make ’em, besides possessing the requi- 
site requirements of good fitting. His 
opinions on what constitutes the right 
type of golf shoe were quoted in recent 
publicity emanating from the factory of 
Field & Flint, Brockton, Mass. 
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OwENS SHOE Co. 28 Goodhue St. 
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Chromsteel FURNITURE 


Howell Chromsteel gives you these 
extra advantages: * Modern and 
colorful » Wears longer — always 
looks new ¢ Cleans easier Te) 


scratches or mars 


Write for catalog of Shoe Store Equipment 


HOWELL 


ST. CHARLES, ILL. 








New Foot Health Service 


Los ANGELES, CALIF.—J. W. Hesser 
now has the retail shoe business in the 
Foot Corrective Laboratories, located 
at 720% South Flower St. This re- 
cently-established business provided a 
complete foot health service, for in 
addition to the corrective shoes carried, 
the laboratory utilizes the services of 
two chiropodists, a chiropractor and 
women nurses. Complete foot treat- 
ments are given. Mr. Hesser was 
formerly with The Harris Store shoe 
department in San Bernardino. 
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Everyone Passing 
is a Possible Prospect 
SELL THEM 
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MAY : DISPLAY CARD SAMPLES, HARMONIZING TICKETS 


and SELLING MESSAGES SENT ON REQUEST 


Charming Basket design in 


delicate shades of blue, 14 
green, and yellow on white snappy and informative selling messages 


background. Harmonizing each month for men's, women's, children's shoes, 

ticket. women's hosiery, store service, fitting, quality, styles.’ 
Single cards, 60c each—without text, 35¢ each 

(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 






ATTRACTIVE HAND LETTERED PRICE TICKETS 


[[ Costes 


WHITE In popular denominations and blank. Samples of in-stock 
SHOES tickets available. 

ERALY, WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 

AND ENJOY WEARING WITH STORE NAME: 100 tickets, $3.00—200, $5.00 





eT. CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 





MERCHANDISING AIDS 


fPouy Cu Pp Polly Clips 























for Price Tickets . For Price Tickets—Adijustable 
—Tilt at any angle. 
Yo gross ............. $2.25 
eR rT re 00 





Recorder Stock Record s 4 


for shoe cartons. Cyclone clips 


CARD HOLDERS 


Two styles available: Natural 
wood finish as__ illustrated 
above; or oval base-burnished 



































gold—three color trim. These Natural View ; 

modernistic holders take any SHOE HOLDER included. ——s 

size card, and harmonize with so SE Ian tae $1.25 

the finest window display fix- PPO es 6 FON ie aisle ossreitls $2.25 n ; 

tures. . : 

Supplied with annual services. Polly Shoe Holder mn. 
To display arch, branded, and fico... 

” fibre-sole shoes. Always re- 5 ak: 

mains in upright position. 
Yo dozen ............ $1.65 nTyitiiit. 
































Mn Seas $3.00 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling 
phrases, or blanks. 


12 dozen (printed or blank) .... $2.00 
6 dozen (printed or blank) .... 1.10 
1 dozen (printed or blank) .... 0.25 

















(Cross out 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


PTT TTTTTTTITITITT TTT ttt ee) 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 





SRB ~>~™h*__—>~LrL SSS ~>== 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SOREN —S>S>>>>SSSSSSSHL—========== 
CER —>>>>>~“7E“____ | |“ h™™ ™__[=E=E—E=E—EoEoo>>> Hl 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


for 





SERVICE | MONTHLY HoLpers | FoR, 





subscribers 


must be drawn on U. §&. 


No. | $5.00 6 100 





additional 


each month’s service deliv- 





4.00 . 4 100 


per year, payable 
- per month. For 


cash in advance, full year’s 





card holders. 


3.00 50 


foreign 





we agree to pay $1.00 


month 


50 


FOR ANNUAL SHOW CARD SERVICE 


For this service we will pay 
service, 5% discounts. Checks 
banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 




















from 
der, 
per 











MERCHANTS SERVICE DEPARTMENT | 


INCREASED BUSINESS BOOT E SHOE 
COO 


/Miacl (orf Now! 209 S:STATE ST: CHICAGO: 


oem 
oe 


Yissttle 























. card hold- 


ers (with the first month’s 


..» consisting 
aera 


. blank tickets each 


nein. Gi G eos nace ok 





for Card Service No. 





per fifty, additional. 





“7”; Beige board. “J”: White board. “U”%; White board. “K”: White board. 
m im orange Design in two shades Design in sea green Design in blue and 
and green. of green. and burnt orange. yellow. 


Please enter our order for the 
Recorder ‘‘Selling Messages,”’ 
beginning with MAY, 
continuing monthly for one 
PRINTED TICKETS, at 35¢ 


year, 





SIZE: 1!" x 234"—Prices on opposite page. 
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SALESMAN WANTED 








Eastern manufacturer of Men’s and Boys’ 
dress shoes wants SALESMEN who sell the 
chain and general retail stores. Best $2.00 
retailer. State territory and FULL INFOR- 
MATION in reply. Commission basis. No 
objection as side line. Fall Sample line 


ready. 
Address F803 
Care of Boot and Shoe Recorder, 
140 Federal St., Boston, Mass. 


SALESMAN WANTED 


POSITION WANTED 








SALESMEN WANTED 


for Virginia, West Virginia, Kentucky, In- 
diana and Illinois to sell Union Made men’s 
Work Shoes and Oxfords. Strictly commis- 
an. Can be carried with non-conflicting 
nes. 


NORTH LEBANON SHOE FACTORY 
Lebanon, Pa. 

















“OHIO SALESMAN” 


Ohio and adjacent territory open for na- 
tionally known line of children’s "and growing 
girls’ shoes. Real opportunity for capable 
man. Write full details, experience, age and 
financial requirements. 

Address F795, ¢ 

BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 








Portion of the South Open 


High grade Juvenile Compos and 
Welts. 58 Stock Styles Straight Com- 
mission. 


J. S. ZULICK & COMPANY 
Orwigsbureg, Pa. 











SALESMAN to handle a complete line of 
women’s leather sole house slippers and 
sandals; also men’s leather sole slippers. — 
teferences and ~~ oy 4 plying. 

dress F-791, care Boot oe Recorder, 2 23 5 
West 39th Street, New Yorn N.Y ‘ 





WANTED a go-getter in Kentucky and Ten- 
nessee for a nationally know line of house 
slippers carried in stock. Strictly commission 
basis. Staples and novelties. Give all details 
first letter. Only men of experience need apply. 
Man under 50 preferred. Address F-790, care 
Boot & Shoe — 239 West 39th Street, 
New York, 





wa ANTED: Representative of British Factory 
manufacturing men’s shoes, in-stock retail- 
ing from $5.00 to $8.50 seeks two experienced 
men with following. One-+to cover Illinois, 
Wisconsin, Michigan, Ohio and Indiana. Other 
to cover Texas, New Mexico, Arizona, Oklahoma 
and California. Credits checked in New York. 
‘Commission basis. State references. Address 
F-804, care Shoe sane 239 West 
39th Street, New York, N. 





SALESMEN wanted: Central, Southern and 
Western States for factory line of in-stock 
men’s shoes to retail from $5 to $6.50. Only 
fifteen styles. Can be had as side line. 

dress F-799, care Boot & Shoe Recorder, 140 
Federal St., Boston, Mass. 








LINE WANTED 





Goop shoe line wanted jby young traveling 
salesman. Many years’ successful experi- 
ence. Southern territory preferred. Address 
F-801, care Boot & Shoe a: eae 239 West 
39th Street, New York, Y. 





WANT short women’s line of real snappy 
$3.00 Retailers for Oklahoma and Texas. 
Have a large following in these two states. Ad- 
dress F-798, care Boot & Shoe aoa. 239 
West 39th Street, New York, 





HELP WANTED 









SIN GLE man wanted who has chain shoe store 
experience in promotion, window trimming 
and selling. EMPORIUM, SANTA FE, NEW 


MEXICO 





WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such 
} ger to io Enna-J tie. Vital- 

reserver, Queen Quality, os- 
tonians, Stetson, Red Cross, Nunn- Bush, Ete. 

IBVIN RUBIN 
“The House of Jobs’’ 
898 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 





Live Wire Shoe Man Available 
Thoroughly experienced—a go getter and a promoter 
who can show results. An expert Merchandiser, 
Buyer and Manager. A , conscientious and hard 
worker. an Can 
handle shoes for entire tematly, Popular price to 
better grades. Department, Chain, Retail experi- 
ence. Married—34 years old—good background—best 
references. Will go anywhere, Salary secondary. 

Address F 800, care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y 

















YOUNG man, talented in shoe designing, now 
wants more direct contact in the production 
and designing branch of business. Has won an 
award for shoe designing and has considerable 
creative ability. Twenty-four years old, single, 
eight years’ retail shoe experience. Salary sec- 
ondary to opportunity offered. Address F-805, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SHOE BUYER—Can I be of any service to 
you? At present employed in complete charge 
as buyer merchandise, personnel executive with 
small but progressive chain. Would like a 
change in connections and can arrange to be at 
liberty any time after “Decoration Day. ” Will 
consider a live popular price women’s Semsity 
chain organization or department store with < 
nice volume. Excellent background of i 
ences. My experience covers, men’s, women’s 
and children’s shoes. Married, 38, and pleasing 
personality. Address F-802, care Boot & Shoe 
Recorder, 239 West 39th Street, New York. 
Wy. -%. 











YOUNG man of thorough experience, desires 
position with Wholesale Shoe or Rubber Foot- 
wear Company. Address F-797, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








FOR LEASE 





LEASE: Shoe Department, percentage basis, in 
Ladies’ Specialty Shop (business district). 
Charge accounts guaranteed. Nothing to buy 
except stock. Good o oppertensty for right party. 
Porter’s, Inc., Main Street, Brockton, Mass. 





WANTED TO PURCHASE 











Buyers of Surplus Stocks 
Pe Be buy surplus or ate gate of shees 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-518! 





























address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- | 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. | 
When a box number is desired twelve words should be added for the address. In all other cases each word of the | 






The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
3" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “4 
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HOTELS 


MERCHANTS’ NEEDS 


BUSINESS OPPORTUNITY 








Mrs. Rose Sax 


MILWAUKEE, WIs.—Mrs. Rose Sax, 
wife of Marcus Sax, president of Sax 
Bros. Leather & Findings Company, 
died recently at her home, 1714 East 
Kenwood Boulevard, after an illness of 
six months. She was 46. 

Born in Russia, Mrs. Sax came to 
Milwaukee at an early age and lived 
here most of her life. She was a mem- 
ber of several Jewish women’s organi- 
zations, including the Women’s Jewish 
League for Education. 

Survivors, besides her husband, are 
three daughters, four sisters and one 
brother. 


Otto W. Kehm 


, Dayton, On1I0o—Otto W. Kehm, 61, 
one of the most widely known shoe men 
in this city, died at the Brenner Rest 
Home here recently, where he had been 
confined for the past two months. For 
more than 30 years, Mr. Kehm was 
proprietor of the Walk-Over Boot Shop 
on South Main Street, although he re- 
tired from the business nine years ago 
and became associated with the Reiger 
Brothers Brokerage Company, being 
forced to retire recently because of ill 
health. 

Mr. Kehm’s father was in the shoe 
business at 31 East Fifth Street. This 
was later bought by the Hageman Shoe 
Company which now operates two 
stores in this city. Mr. Kehm started 
in the shoe business working for his 
father and later starting up on his 
own with the Walk-Over Boot Shop. 

Two years ago, he suffered a ner- 
vous breakdown and had been in fail- 
ing health since that time. 

Surviving are a daughter, Mrs. 
Charles Staley, with whom he had re- 
sided, and a son, William Bimel Kehm, 
a sculptor in New York City. He was 
a member of the Mystic Lodge, Free & 
poms Masons, and the Scottish 

ite. 





The Complete Line oj 
SPATS AND 
SHOE ORNAMENTS 
including our 
Most Successful 
ZIPPER SPAT 
Manolis Manufacturing Co. 
4248 No. Crawford Ave., 


Chicago, III. 
Representatives Wanted 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








John C. Redding 


Boston, Mass.—John C. Redding, 
for more than 20 years in the employ 
of the Avon Sole Sompany of Avon, 
Mass., died recently at his home in 
Wollaston, and was buried in Hebron, 
Nova Scotia, in which town he was 
born, 

During Mr. Redding’s association 
with the Avon Sole Company he was 
the company’s western sales represen- 
tative, in which capacity he came in 
contact with shoe manufacturing execu- 
tives and rapidly achieved for himself 
a wide popularity. Mr. Redding, who 
was 72 years of age, is survived by his 
widow, Mrs. Winnogene B. Redding, a 
daughter, and a son, Carl Redding. 


M.A.S.R.A. Sets Dates 
for Next Showing 


PHILADELPHIA, PA.—The first joint 
meeting of the M.A.S.R.A. directors and 
representatives from the Philadelphia 
Shoe Club and the Philadelphia Shoe 
Travelers was held recently for the 
selection of a convention city for the 
twenty-fifth annual show. Gordon 
Evans of Scranton, M.A.S.R.A. presi- 
dent, presided. 

Invitations to entertain our twenty- 
fifth annual convention were presented 
from Philadelphia, Baltimore, Wash- 
ington and Atlantic City. 

A petition signed by approximately 
50 per cent of last year’s exhibi- 
tors, recommending in definite terms 
that the next show be held in Balti- 
more, was presented. The signatures on 
the petition represented exhibitors from 
Maine, Massachusetts, New York, 
Maryland, Pennsylvania, Virginia and 
Missouri. After due consideration of 
the above invitations and the petition, 
the city of Baltimore was selected. The 
dates of the convention are to be Feb. 
12, 13, 14, 1939. The headquarters hotel 
will be the Lord Baltimore Hotel. 

The official opening of the conven- 
tion will be Sunday, Feb. 12, at 9 a. m. 
and the entire day and evening devoted 
to the inspection of footwear. On Mon- 
day, Feb. 18, the only business session 
will be a luncheon dinner at noon time. 
The rest of the day being open for in- 
spection of lines. Tuesday, Feb. 14, the 
entire day is allotted for the inspection 
of displays. In the evening a dinner 
and entertainment will be held. 

Points emphasized during the discus- 





sion of the convention city that in- 
fluenced the selection of Baltimore were 
that by continuously holding our con- 
vention in Philadelphia we would 
eventually have retailers in attendance 
come from three states and the feeling 
was very definite that by holding our 
convention ‘in another city it would in- 
crease the retailers attendance from 
other states, particularly from the 
South, and in this way we would con- 
tinue the interests and increase the at- 
tendance of retailers from a larger 
number of states. 

‘The interest evidenced by last year’s 
exhibitors and the enthusiasm of all 
present at this meeting made all agree 
that our next show will eclipse in at- 
tendance the last record-breaking show. 

Details for the 1939 show were de- 
ferred until the meeting of the manage- 
ment committee, which is to be held in 
the early part of September. 

Shoe men attending the above meet- 
ing were Gordon Evans, Roy Walter, 
I. C. Smashey, John Storch, George M. 
Garman, A. N. Foster, R. C. Gerheim, 
Louis Bendheim, John H. Downey, Rus- 
sell S. Wood, Philip J. Stach, Paul Lip- 
pincott, Jr., I. Frank Oberfield, Ben W. 
Shaub, Dave Hunn, and Cal J. Mensch. 


Modernizes Factory 


Boston, Mass.—The plant of the 
Eagle Shoe Mfg. Company, makers of 
boys’ Goodyear welts and McKays in 
Everett, Mass., is being completely re- 
arranged and modernized to speed up 
production and increase the capacity to 
5000 pairs a day. The new plant will be 
ready for operation on June 1 and the 
new Fall line, now ready, will be on 
display in Rooms 448 and 450, Hotel 
Statler, during the Boston Shoe Fair, 
to be held June 6, 7, 8 and 9. 

The modernization of the plant, it is 
announced, not only will give increased 
production, but speedier production, as 
well as better service and better shoes. 

The Eagle Shoe Mfg. Co. is owned 
and operated by three young men, Roy 
T. Johanson, G. Harry Johanson and 
Helmer C. Johanson, who personally 
supervise production, administration 
and merchandising, being ably assisted 
in the sales department by Joseph E. 
Rice and Aaron Potashnick. For 33 
years this plant has had the distinction 
of never having had to close because 
of lack of orders. 
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Heads New General Shoe 
Division 

NASHVILLE, TENN. — The Statler 
Shoe Company, newly organized divi- 
sion of the General Shoe Corporation 
of Nashville, will be headed by L. D. 


Scott, who has been prominent in the 
men’s service shoe trade since 1912. 





L. D. SCOTT 


Men’s and boys’ work shoes and boots 
will be manufactured by the Statler 
Shoe Company, with the new factory 
located at Pulaski, Tenn. 

Entrance into the service shoe field 
marks another step in the expansion of 
the General Shoe Corporation, which 
has been engaged in the production of 
men’s and boys’ dress shoes since its 
organization. Success in dress shoe 
manufacture and merchandising has 
brought the corporation into sixth place 
among shoe manufacturers of the 
country. 

As sales manager of the Statler Shoe 
Company, Mr. Scott will draw on a 
long and successful experience in the 
service shoe field. For the past 10 
years he had been sales manager of the 
St. Louis, Mo., division of Endicott- 
Johnson Company. He is well known to 
hundreds of service shoe retailers over 
the country and his work in this field 
has received recognition from retailers 
and manufacturers alike. The new line, 
giving complete coverage in both men’s 
and boys’ service shoes and boots, is 
now being offered to the trade by a new 
staff of representatives over the coun- 
try. 
The first order received for the new 
company was from P. C. Edmundson 
and Son, retailers at Pulaski. This firm 
has been obtaining its service shoes 
through Mr. Scott since 1912 and was 
given the first opportunity to order the 
new line. 
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Bay ng com. 


BOOTS AND SHOES 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass....................-.5- ; 








COLT-CROMWELL CO., INC., Stoughton, Mass.................000--00 cece 45, 47 
CONNELL, J. M., SHOE CO., S. Braintree, Mass................ 0 ceeeccceeeees AY 
DANVERS SHOE. CO.;-Manshoster,, N. How... ic. occ beci ccdc cece cecceecees 45 
ENDICOTT JOHNSON CORP., Endicott, N. Y................00060 ceeeeeeeeees 4,5 
EVANS, 2. B: SON: CO.; WakteGeld, Masiii.c< «is oe. oS oo Bis ee tae 44 
FLORSHEIM SHOE CO., Chicago, Ill................0 cece cece cece cece eee eeeee 12 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.................. ce cece cece 14 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa................ 0c cece eeee Back Cover 
GOODRICH FOOTWEAR, Watertown, Mass...................000 05 ee eeeeeee 1] 
GREAT EASTERN SHOE CO., Boston, Mass.......... 0.0.2.0 0 cece eee eee econ 45 
JUVENILE SHOE CORPORATION, St. Louis, Mo................005 ceeeeeee 27 
KEITH, GEORGE E., CO., Brockton, Mass............ 0 0... eee ee cece eee e ee eees 8 
MANFIELD & SONS, Philadelphia, Pa..... iets RG Mcdiae DeLee Meee eeOer eRe 43 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind.............. 7 
MONDL MFG. CO., Oshkosh, Wis..................200005: Leet ite we Care ote 14 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass............ 2.20.0. e0ee- 4 
O'DONNELL SHOE CO., Humboldt, Tenn................0 ccc cece ccc e wees 46 
re a, MRE oo oa Sd 5 eale ad < obiabieig s Sew. 0 o.dw'din pa awiblace vee M7 
PEDICRAFT SHOES, Philadelphia, Pa................ 0c ce ceee cece eee eeees 46 
UNITED STATES RUBBER PRODUCTS, INC., New York City........ Front Cover 
Which, & T., & CO. INC. Beckland, Maps... 06.65 cc cece cic ieiteeee 37 










LEATHER AND OTHER MATERIALS 


COLONIAL TANNING CO., Bostom, Mass..........cccccccscccscsicccccccceces 6 
BV rey EY, ic, Eg Co, ING Jasco ce tect cncccccccecvcsceepeee 9 
Ba eh es TOW OI CR og 8 ccc ccc ccccceteccceccsscseseee 2p DB 
OHIO LEATHER CO., Girard, Ohio............... a sleet ats bate a eae 3rd Cover 
RIGHARD YOUNG CO... New Werk City... ccc ccsccccc ccc ceccciecsccccecess 36 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis................... 2nd Cover 
SLATTERY BROS. TANNING CO., Boston, Mass.................000ecee eens 46 
SURPASS LEATHER CO., Philadelphia, Pa.................... 000 c eee eens . 36 
ZIEGEL-EISMAN CO., Boston, Mass................ pte Bie PSS PIR Era 36 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


CAVALIER CORPORATION, Baltimore, Md...............0.0065 cee eeeeeaeee 51 
COMPO SHOE MACHINERY CORP., Boston, Mass...............6..224 sees ] 
DU PONT, E. I.. DE NEMOURS & CO., INC., Arlington, N. J................33. &2 
I ETI CE oho k ncsnic'e csc g bie nsgpiech ye SOR os 07 ache 0 48s sere see 40 
RESPRO, INC., Cranston, R. I........... EEE FEE Sa ene Sig i ee 46 
UNITED SHOE MACHINERY CORP., Boston, Mass................. 10, 35, 38. 39 


STORE EQUIPMENT AND ACCESSORIES 


HOWELL MFG. CO., St. Charles, Tb........... cccccccccccscccnwesccceeccees 47 
MANOLIS MFG. CO., Chicago, Tl............... cece cece c cece eens cecceeoees 5] 
REMINGTON RAND, INC., Buffalo, N. Y...........0. 06 cece eee cece eee ees 29 
WIZARD COMPANY, St. Louis, Mo.............6. cece ec cc cece eree ween eeees $3 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City................- cece cece cence ees at 
HOTEL LENNOX, St. Louis, Mo... ....6.00.0 cece ese e cee ee eee e eee c ee eeeeeees il 
HOTEL PICCADILLY, New York City................ceeeeeee cece e cence . i 
KIRSCH-BLACHER CO., INC., New York City.......... ete Or ey ee ee at 
RUBIN, IRVIN, New York City .........cccccccceccsececceseseenesesesceeces ) 


STEPHENSON LABORATORY, Boston, Mass..............-.0+2 cee eeeeeeees 3 
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Parent customers, after they have 
once experienced the cream of shoe 
value for the children, become en- 
thusiastic in their loyalty. The most 
convincing evidence of Kali-sten-iks 
success, is the second and succeeding 
purchases. This season will again see 
the popularity of Kali-sten-iks Bare- 
foot Sandal. It is tops among San- 


dals, because it has the outstanding 
Kali-sten-iks features, that Keep 
Good Feet Healthy. It has the trim, 
neat Styling that Keeps Good Feet 
dressed smartly. For the customer a 
Better Buy—for you a Capital Asset. 
Write us for additional and profit- 


able information. 





The Gilbert Shoe Co. THIENSVILLE, WISCONSIN 


NEW YORK: 541 MARBRIDGE BUILDING e LOS ANGELES: HAYWARD HOTEL 


On display Room 228, Parker House, Boston Show, June 6 to 9. John M. Ahearn in attendance. 
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FOR tHe /S€30 PATENT LEATHER SHOES 


GOFOINVAE 


FALL & WINTER 


COLONIAL 
FALL & WINTER 
COLOR GUIDE 


The steady march of colored patent leather 
into style prominence and substantial vol- 
ume makes this Colonial authoritative 
color guide essential to every designer and 
merchandiser of footwear. 


COLONIAL TANNING 
COMPANY 
BOSTON 





L ote h the GUILD SHOWING particularly noteworthy were the patent leather models exhibited by 


the following Guild members. They count on Colonial’s beautiful colors and black to best ex- 
Pincus & Tobias, Inc. press the creative genius of their designers. 


C. & A. Lo Presti, Inc. : 

Tupper, Inc. Laird, Schober & Co. S. Rauh & Co. Seymour Troy, Inc. 

American Shoe Co., Inc. Delman, Inc. Palter De Liso, Inc. Avon Shoe Co., Inc. 

Unity-Grossman, Inc. Cornell Shoe Co., Inc. E, H. Strassburger, Inc. La Valle, Inc. 

1. Miller & Sons, Inc. Carlisle Shoe Co. Andrew Geller Shoe Mfg. Co. Schwartz & Benjamin, Inc. 
cramenarweats IE 
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SPAULDING COUNTERS fit the last exactly 
like this—inside and outside — heel-seat, 


ORDINARY COUNTERS... 


quarterand shank. 
No resistance! No 
Strain on your cus- 
tomeér's heel! 


meet the last only halfway — like 
this. They have to be pulled into 
place — meaning tension and 
strain on your customer's heel! 


Rag 
“4 


Suppose you insisted on selling hosiery that didn’t fit, would you 
expect a woman to come back for a second pair? ... Then why 
try to win and hold “repeat customers” with shoes which are not 
snug-fitting and shapely in the back-part. 

Spaulding Counters do give you that perfect fit. They add a 
distinct note of style and value which makes a shoe easier to sell. 


And they keep the shoe in shape with. no gapping at the sides. 


Naturally, there’s a technical reason for such a great difference. 


It’s this: Manufacturers who use Spaulding Counters have a far 
broader range of counter-sizes than any others. The ratio is six to 
one in many cases. Steel moulds on which Spaulding Counters 
are made are exact duplicates of the lasts. We don’t believe in 
fitting a 4B counter on an 8C last any more than you believe in 
“fitting” a size 10% stocking on a 9 foot. Of course, it can be 


dene—but with what a result! 
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ENDICOTT JOHNSON 











_ ENDICOTT, N. Y. 


You know the rest of the good old rhyme that the little ones shout as 
they tear, pell-mell out of school. For them, Summertime is playtime 
and they want to be out of doors, galloping around in the sun every 
minute of the day. That means extra wear on shoes and extra strain 
on flexible young feet. And Endicott Johnson is ready, as ever, to 
help you meet their needs with this line of good-looking, sensibly made 
white shoes for misses and children. 

They're light in weight, thoroughly ventilated, sturdily built, with 
plenty of room for every toe .. . durable enough for every day .. . 
smart enough for Sundays. 

If you do a family shoe business, this line is a MUST for your Summer 
stock. Shoes illustrated are carried in stock at your nearest Endicott 
Johnson warehouse. Order your showing TODAY. 


5617 


2101I—Misses' and Childs’ 
White Elk 2 Buckle Sandal, Rub- 
ber Sole and Heel. Stitchdown. 
Saran $0.70 
2102—Same in Brown Elk. 
2150—Same in White Elk, Oak 
Sole $0.75 
2151—Same in Black Patent. 
Oak Sole 


2153—Misses' and Childs’ 
White Elk Front Strap Sandal, 
Oak Sole, Rubber Heel. Stitch- 
down. Sizes 8!/>/3....... $0.75 
2154—Same in Black Patent. 


2164—Youths' and Little Gents’ 
White Elk Oxford, Wing Tip, 
Surewear Sole, Rubber Heel, 
Stitchdown. Sizes 8!/>/3.. . $0.95 
2162—Same in Brown Elk, 
Blonde Stitched, Brass Eyelets. 
2163—Same in Black Elk, Grey 
Stitched, Nickel Eyelets. 
2167—Misses' and Childs’ 
White Elk Oxford, Oak Sole, 
Rubber Heel, Stitchdown. Sizes 
OM i ge $0.75 


ST. LOUIS, MO. 


2516—Girls’ White Elk Oxford, 
Brown Vamp and Quarter Over- 
lay, Crepe Sole and Anti-trip 
Heel, Stitchdown. Sizes 2!/,/9. 
$1.45 
2517—Same in All White. 


2535—Girls' White Elk Mud 
Guard Oxford, Brown Mud 
Guard and Eyelet Trim, Crepe 
Sole and Anti-trip Heel, Stitch- 
down, Unlined. Sizes 2!/,/9. 
$1.45 
2169—Same in Misses’. Sizes 
i”. SRS he $1.00 
2536—As 2535 in All White. 
oS, eae $1.45 
2170—As 2536 except Misses’. 
Sizes 111/9/2. .......... $1.00 


5614—Infants' and First Step 
White Elk Front Strap. Stitch- 
down. Sizes 2/8. ....... $0.75 
5615—Same in Black Patent. 

5617—Infants’ and First Step 
White Elk Oxford, Vamp and 
Quarter Perforations. Stitch- 
down. Sizes 2/8. ....... $0.75 


NEW YORK CITY 
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“Goo will is the one and only thing competi- 
tion and propaganda cannot undersell or 
destroy.” 


GABARDINE has received the approval and ac- 
ceptance of American women as a shoe material 
and it will be in the picture of feminine footwear 
because it retains its beauty, quality and 
wearability. 

It can be used so readily and attractively as a 
background for trimming and fits into the fashion 
trend as the smartest material to blend, comple- 
ment or supplement the dressmaker mode. 


Remember always the acceptance by the public 
of No. 1460—fine twill GABARDINE-the leading 
number and quality—with its appeal of beauty, 
richness of appearance and wearing qualities 
that are the result of our long experience in the 
shoe fabric field. 


It can be cleaned readily with brush benzine or 
carbona and similar cleaners. Sample books on 
request. 


J. EINSTEIN, INC. 


‘as Puck co (ame Age York City 











YOUR Natural Bridge SALESMA 
IS ON HIS WAY TO SEE YOU NOW, 


\ OW Vriced 
to Aeelail Al 


> > to°O 





nv | 





With all (oven Builtein 
renee lor A<akunal 


loot Health Nelling 
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Boston Shoe Fair Visitors 


are cordially invited to see our exhibits at 
the Hotel Statler in rooms W716 and W718. 


@ Shoes of fashionable design featuring 
all the modern types of construction will 
be on display. 


@ Visitors are also invited to inspect our 
Footwear Museum, the largest of its kind 
in the. world, on the street floor at our 


Boston office, 140 Federal Street. 


June 6, 7, 8, 9, 1938 
 ) 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


















4 





Style illustrated, 3437 
STETSON SHOE COMPANY 


SOUTH WEYMOUTH, MASS. 
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b's not enough that the sole of the 





mst “slide bends easily — there must be 







& Feather Line* flexibility as well, if 





the foot muscles are to be properly 







accommodated. PR aie 






LITTLEWAY and UCO LOCKSTITCH Lay 


shoes — regular insole or Sbicca- 









Del Mac construction — have a high 






degree of Feather Line flexibility 






which gives the wearer added com- 







fort when her feet are in action as 






well as in repose. 


This is one important reason why 






so many successful manufacturers of 






trade-marked shoes and large mer- 






chandising groups who own or con- 






trol factories use these methods. 





31 


3 


32 


32¢ 


35 






356 


\ 


* FEATHER LINE IN ACTION 


N\ 


* FEATHER LINE IN REPOSE 










LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 









\ 

















A 
No. 3168 
French Binding 


A 
FANCY STITCHED 
FRONT-STRAP 

3168 Tan Calf 84/12 

B-C-D . 
3168 Tan Calf 123 /3 

A-B-C-D iateteeienee 8" 
3268 Patent 8} /12 

BCD... . 1.85 
3268 Patent 123/3 

A-B-C-D . . . 2.10 
3568 Black Suede 8} /12 

BCD... . 1.85 
3568 Black Suede 123 /3 

A-B-C-D ..... 2.10 


. $1.85 


B 
WIDE ONE STRAP 
WITH APRON 
3217 Patent 1243/3 
A-B-C-D . 
3517 Brown Calf 123 /3 
A-B-C-D . . . 2.10 


. $2.10 








AAA to C 






34/8 
AAA to C 





No. 117 
12/8 Heel 























No. 568 
11/8 Heel 


Wits the trend so definitely toward lighter-looking, 
more flexible footwear, we introduce in our line for 
the coming season in single-sole construction — Compo 
Shoes (Sbicca-DelMac). Through years of experience, 
Fargo-Hallowell designers have learned the knack of ap- 
c pealing to the wise young women who wear these shoes. 
Since 1855 Fargo-Hallowell has been supplying its 







No. 3217 : 
French Binding ’ 


PERFORATED STRAP Kinder-Garten branded shoes to the best department 
469 Black Calf . . $2.45. stores and merchants in the country. 
ap teem. . - . 240 Inspect the new line for children, growing girls and 
a moe " -. 185 «Misses . . . you'll sense a new daintiness and charm. 
3269 Patent 123/3 They’re lighter, trimmer, more beautiful than ever. 
A-B-C-D . . . 2.10 Better value, too, for the heavier weight of the single sole 
3469 Black Calf 83/12 means longer wear. Yes, Fargo-Hallowell Shoes are 
BCD... - 1.85 “‘tops’’ with the youngsters and first choice with budget- 
3469 Black Calf 123 /3 minded arents 
ABCD... ; 2.10 P 
D See the new line at the conventions: 
Paciric NortHwest CoNvENTION — May zgth and June 1st. 
ae ” Hotel Multnomah, Portland — Carl Winneguth. ‘inn 684. 
568 Black Suede . $2.40 Mipwest SHor Fair — June sth to 7th. 
168 Brown Calf . . 2.45 Netherland Plaza, Cincinnati — Earl Stansbury. 
268 Patent . . . . 2.40 


CALIFORNIA RETAILERS CONVENTION — June sth to 8th. 
E Hotel Oakland, Oakland —- Carl Winneguth. Room 342. 


WIDE ONE STRAP 





WITH APRON 
117 Light Tan Calf. . $2.45 I A R ( () . | A 1, iF ) W ki L F 
re re x | 





SHOE COMPANY 


1701 NORTH DAMEN AVENUE, CHICAGO, ILL. 
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The GORE 
MAKES The STYLE 


IN the pre-“Lastex” days shoe gorings were a necessary nuisance, 
unsightly in appearance and demanding concealment by bows, 
buckles, ornaments and every other device known to the shoe 


making art. 


F-A gores, made with “Lastex” have changed that picture for- 
ever. Beautiful in appearance, light in weight and yet stronger 
than the old-fashioned heavy goring, F-A gores need no conceal- 
ment but actually add to the style value of a shoe. More than that. 
in many models the style is actually created by the goring. 

Thanks to F-A gorings, the old style sleeve gore shoe is on its 


way out. Leading shoe manufacturers are now showing in their 
Fall lines shoes with sleeve gores on the outside, a genuine revo- 
lution in gore shoes and one instantly approved by leaders in the 
retail field. 


New and original designs have been added to the F-A Fall line. 
For samples, prices and models showing novel applications of 


these beautiful materials apply to 


ALFRED VAMOS 


Sole distributor of all F-A “Lastex” shoe products, 450-2-4-6-8 Marbridge 
Building, New York City. 


F-A gorings are manufactured by Friedberger-Aaron Company, 


Philadelphia, Pa. 
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All CREPE Soles 


are not alike! 


Carefully selected raw stock (as Avon does it) . . . and scien- 
tifically controlled processing (as Avon does it) . . . deliver 
a crepe sole with all the “verve”, life and strength of the 
original rubber unchanged. These are plus qualities which 
wearers expect .. . and always get when you insist on the 
best... 


Dufler CREPE SOLES 


QUALITY COMPANIONS of Du-Flex GumSar . . . Du-Flex Gristle 
and Du-Flex Nap Soles 


EAVOR SOLE COMPANY 


% AVON, MASSACHUSETTS Ys 

















SHOE MANUFACTURERS 


aa aoe. SKIN aon co.. 
G. 


ley, Fred 
slippers, 


of pion skin 59¢ to 


General fine 
$5.00. 
AMERICAN MAID SHOE CO., 
Simeon Wax 
Slippers, $2.00 and $3.00. 
JULIUS ALTSCHUL, Ine., 
Fred H. Wentt, 
Growing sinks, 
$3.00 to $7.50 
ane. anes co., 
H. Goldberg, 
Waren’ s ‘‘Sbiccas, “ $4.00. 
BANNER — co., 


uate s and Women’ s Slippers, $1.00 to $2.00. 


age ag CO., Ine., 
owar 
Men’s Turn Sole Slippers, $3.50 to $10.00. 
CENTRAL SHOE CO., ‘ 
John Thorsen, 1. M. Weiss, 
Sam Niederberg 
Complete general ‘line plus nationally atreet 
men’s and women’s “‘Perfect Eze,"’ ‘‘Robin 
shoes for children. Boy and Girl Scout Toray 


COMMONWEALTH SHOE AND LEATHER CO., 
“Footsaver,”” and ‘Mansfield’ 


‘misses’ and children’s shoes, 


J. Ginsberg, 


THE Soret ane. ‘ond RYDER Co., 
Fred H. Wen 
Men's and Women’s “Copeg””’ arch shoes, $9.50 
to $11.00 
CRADDOCK TERRY CO., 
Dave A. ks, 
Men's, women’s and children’s shoes, general line. 


CROWN SHOE ~ 


Howard J. 
Complete general line plus nationally advertised 
women’s ‘‘Airsteps’’, men’s ‘‘Airsteps,’’ ‘Buster 
— shoes for children. Boy and Girl Scout 


DOROTHY DODD — co., 
Julian H. Chapm 
Women’s high qrade. shoes, 
pone. & MeCARTHY, 
illiam B. Pick. 
Women’s Welts and Littleways, $3.95. 


— fy FOOTWEAR CO., 


arry ne 
Men’s and Boys’ dress shoes, work shoes and Hi- 
cuts. Ladies’ and children’s shoes. ‘‘Standon’’ 
tennis shoes. Rubber footwear. 
ENNA JETTICK SHOES, 
Sam A. Beeson, 
Women’s Welts and Littleways, $5.00 to $6.00. 
EPHRATA SHOE CO., 
H. L. Lang, 
Children’s and misses’ 
stock, $2.00 to $4.00. 
FRANZEN SHOE & SLIPPER CoO., 
Samuel A. Wax, 
Slippers, $1.00 to $1.50. 
INTERNATIONAL sues co., 
Julian H. Chapm 
Women’s high eae ‘shoes, $6.50 to $10.00. 
KIRKENDALL BOOT Co., 
Charles Giles, 
Riding Boots, $8.50 to $20.00. 
KLEVEN SHOE Co., 
Abe H. Goldberg, 
Women’s ‘“‘Sbiccas,’’ 


$6.50 to $10.00. 


Quality welt shoes, in 


$4.00. 


SHOE 
CENTER We 


SS aS 


>_> 


Sas Ss 


=. 
— 
— 


SS SS Ss 
Vn SEAS 
WSN 


Ss 


—— 
.— 


= SS 


-—s" 


== TV 


\ iii = \ \enn ra Ge AAS 
SS — Ws 


\vemecwn \ ren, Ue. 4 —_ 


WR Wewes eeu ewan reees erence cease es wenn vstiueeeese 


oe | NE n\n eer. (TS 


~ 
= 


AQ EA me We WS 
a 


Uj 


LX UL 7, 


V4 





ay T/L 


yi! 


tf! 














ET 














Y 
W— ff 


la 4' 


WMa= yf 
/} 
dj 


YoU 7 A 


Tl Ul £ 7 a 


Yl 


f/ 
PR 


ft 


yim yt gl 


/! 


- 











I 


BOOT anp SHOE RECORDER, May 28, 1938 








ig 














KNIGHTS-ALLEN CO., Inc., 
Howard J. Engquist, 
Men’s Turn sole slippers, $3.00 to $4.00. 
er SLIPPER oe CORP., 
oward J. Engq 
Padded sole pone as “196 to $2.50. 
MANISTEE SHOE MFG. ie 
W. G. Riley, Fred Pfaff, 


sheep skin slippers, 59¢ to 


General line of 
$5.00. 


G. MEHRINGER & Se. Ine., 


Howard J. Engquis' 
Terry cloth Bath Mules, $1.25 to $2.50. 
MEL Seer SLIPPER Co., 
muel A. Wax ard Simon Wax, 
eA and sandals, $1.00 to $2.00. 
THe MILLER —— co., 


red H. endt, 
Women’s Health Building Shoes, $7.50 to $10.00. 


MONDL MFG. COMPANY, 
Howard J. Engquist, 
Sheepwool Footwear, 59¢ to $4.50. 


eae SHOEMAKERS, 

Hen: 

Natural Bridge Women’s Shoes, $5.00 to $6.00 
and Billiken Children’s Shoes, $3.00 to $4.00. 


owen SHOE CO., 
harles Giles, 
siippers and Tap Dancing shoes, 


oucrs QUALITY han co., 


Julian H. Chapma' 
Women’s high ade “shoes, $6.50 to $10.00. 


REECE WOODEN SOLE SHOE CO., 
Howard J. Engquist, 
Wooden Sole Footwear, $1.00 to $7.00. 
E. P. REED & CO., 
Edward Streeter, 
Women’s quality footwear. 
“‘Sportview’’ and ‘‘Matrix’’ shoes. 


RESTFUL FOOTWEAR CoO., 
R. Raymond, 
Shirley Temple Slippers, $1.00 to $2.00, Beach 
Sand: -00 to $2.00, General line of House 
Slippers, leather and soft soles, $1.00 and up. 


R. J. SAWYER, Ine., 
Howard J. Engquist, 
Camp and Hunting Footwear, $2.50 to $12.00. 


SOL-EASE FOOTWEAR CO., 


Simon Wax 
Mippers, $2. 50 to $3.50. 


SWAN SHOE CO., bey 
Howard J. Engq 
Padded and Pre- — * slippers, $1.65 to $6.00. 


TUPPER SLIPPER CO. 
Simon Wax 


Slippers and sandals, $1.95 to $4.95. 


UIE ARAL SHOE MFG. CO., 
Dave A. Marks, 
Women’s Compos, $3.00; Women’s Uco and 
Welts, $4.00; Women’s Delmacs, $4.00; Growing 
Girls’ Welts, $3.68 and $4.00; Men’s Welts, 
$3.00, $4.00 and $5.00. 


WISCONSIN SHOE COMPANY, 
Howard J. Engquist, 
Complete Line Athletic Footwear, $3.00 to $12.00. 


RETAIL SHOES 


J. F. HOEFFEL & SON 

KLING’S THEATRICAL SHOE CO. 
MARTIN KRAMER SHOE Co. 
O'CONNOR & GOLDBERG 

DR. REED CUSHION SHOE Co. 


OTHERS 


ARNOLD BROS. & CO. (lasts) 

BEE HIVE SHOE REPAIRING CO. 
BOOT & SHOE RECORDER 
CAMERON & CO. (shoe store seating) 
H. a Rg MFG. CO., 


._ Engquist, 
Faure” and hi 
$3.00. 


$2.25 up. 


“Collegebred.”’ 


Leather Ankle Supporters, $1.00 to 
vm reer & ae" SHOE STORES CO. 


sversert PRODUCTS Co., 
Howard J. Engquist, 
Insoles, Hel ommiane, ete., 10¢ to 25¢ 
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: utits : 
NO'SISSY 


E CALL this boot “Drug Store Cowboy” not 

a.00. because it's “sissy,” but because it's so soft, 
pliable, and easy on feet that are not accustomed 

to Cowboy Boots. This boot developed because 

1 there has been an increasing demand for Cowboy 


Boots by folks other than cowboys. Folks are find- 





ing out how much protection they give in rough 
2 weather, how easy they are to slip on and off, 
end what fine foot comfort features, a well made 
cowboy boot can give. Stock a few Justins, and 
watch them sell. Everyone wants a pair of cow- 


red.”” 


Beach ' boy boots. And don’t forget the ladies — stock 
sas Justin's Western Gypsies for them—da special 
12.00. ladies Western style Boot. 


$6.00. No. F5252 BLACK KID 
No. F5256 BROWN KID 


The two new styles are made wi 
we 1 new Justin Narrow Square 
Welts, ioned Sidewalls. The Tops « 
small white diamonds while the 
stitching is very pleasing. These boots are 
12.00. 10” high with 15%” heel. This is a Justin 
Longhorn Brand style. Order now, and put 
this “Drug Store Cowboy” to work for you. , 
Retails $15.00. NEW JUSTIN BOOT CAT- 
ALOG NOW READY... 
WRITE FOR IT— 


00 to | STANDARD BY WHICH OTHERS ARE MEASURED 
“Made by the JUSTIN BOYS - FORT WORTH 
BOOT MAKERS OF THE WEST SINCE 1879 





1. BACKGROUND ...There’s a TaLon 
fastener on your customer’s corset, her dresses, 
her handbags, her housecoats, her key case— 
all giving her perfect service! She remembers 
this day-in, day-out perfection of the TALON 
slide fastener when she buys her galoshes! 
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2. CONTACT! She sees your galoshes . . . 
sees that galoshes (“Thank Heaven and the 
TALON fastener!”) are no longer big “boots,” 
but light, smart overshoes! She sees “TALON” 
on the pull-tab—the name that means perfect 
closures, that means well-made merchandise! 


3. THE CLINCHERS! She remembers the 
job it used to be to put on galoshes—she sees 
that the Taton fastener eliminates tugging 
and pulling—makes galoshes easy to put on 
and take off . . . even when they’re wet and 
muddy! And she finds that galoshes with the 
TALon fastener are snugger, more comfortable. 


4. SOLD! And sold for good! When galoshes 
have the TaLon fastener returns are few and 
far between. It doesn’t rust or jam, isn’t dam- 
aged by hard wear. This reliability will bring 
your customer back for her next galoshes! 


* * * 


WHEN YOU ORDER. . . Remember— 
the TALON slide fastener is the one galosh 
fastener with this double appeal: the “silent 
salesmanship” of the famous name” TALON” 
..and the complete reliability of a fastener 
made expressly for galoshes! It's your best 
assurance of quick turnover... your surest 


protection against markdowns and returns 


.-- anda “natural” for advertising galoshes! 


TALON 


Reg. U. S. Pat. Of. 


Slide fastener 


MADE BY TALON, Inc. 
MEADVILLE, PENNSYLVANIA 
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Exclusive processes developed by Brown Company 
have contributed much to the forward progress of 
the shoe industry. As research pioneers in purified 
celluloses, the company’s laboratories years ago pro- 
duced the first successful scientific innersole. 


And today Brown Company is the only innersole 
manufacturer producing its own basic material . . . 
enabling it to start with the cellulose base structure 
to create new and improved qualities for the ever- 
changing needs of modern shoemaking. 


rs the 

e sees e P P ° e 
gging That is why its research chemists, working with 
oa “Onco-base”, a patented scientifically controlled 
th the material, have been able to make their long list of 


rtable. 
contributions to the shoemaking industry. 


loshes 
w and 
t dam- 


aches! Comfo ff Dyp wh eee | 


A recent exclusive development is Onco ‘Comfort 
Depth” Innersoles, giving a new “third dimension” 
to shoe fitting. These strong, durable and perma- 
nently flexible innersoles quickly conform to the 
shape of the foot, bringing the luxury of old shoe 
comfort to new shoe wear. 


BROWN COMPANY 


FOREMOST PRODUCERS OF PURIFIED A CELLULOSES ror quatity propucts 


he Ginnie scsi... 





ee 
A) 


Already in the spot light of fashion ‘‘musts” . . . a 
new influence and triumph in the art of shoe design. 


The Platform is made possible by a special new ma- 
terial . .. developed from ‘‘Onco-base’’, the same as 
used in the famous “Comfort Depth” innersoles . . . 
plus an exclusive new shoemaking process which 
produces a flexibility otherwise unobtainable. 


The result is a shoe thoroughly swagger and smart 
... yet built to give pleasure and a new “lift” to 
walking. This is Fall’s most authentic “foot note’. 


* 
Pusens: pending on Plesform Manufacturers: For samples and practical shoemaking 


method and material structure. P : ‘ 
information on this type of shoe con- 
struction, write Brown Company, Onco 
Division, 420 Lexington Avenue, New 
York, N. Y. Boston: 210 Lincoln Street. 
St. Louis: 3744 Market Street. 


Reg. U. S. Pat. Off. 





Moe Li 


-a 


A sparkling new style . . . the perfect sole com- 
ne? panion for swank high heels in high hat shoes. 
 ma- The Hi-Sole, as created by high style manufac- 
ne as turers and made practical by flexible light weight 
Ses. “Onco-base”’, is going places . . . fashionable places. 
hich For with high style manufacturers featuring it . . . 


with “best dressed” women wearing it . . . the Onco 
Hi-Sole is “in” for Fall. 


mart 

to To be sure of comfort as well as style, manufac- 

ote”. turers are making . . . and buyers are specifying 

Hi-Soles made with genuine “Onco-base.” * 

9 Samples... We shall gladly provide samples and Pecseneaen aaa 
Pine technical instruction. Just write Brown 

New Company, Onco Division, 420 Lexington 

una Avenue, New York, N. Y. Boston: 210 


Lincoln Street. St. Louis: 3744 Market 
Street. 





With the Onco Meta-Flex method . . . made pos- 
sible by Onco ‘Comfort Depth” Innersoles . . . you 
can now produce a finer cement shoe than ever be- 
fore possible. For the Meta-Flex method is your 


positive assurance of correct flexibility. 


Just try this simple test. Flex your foot by lifting 
your heel from the floor and putting your weight 
forward on the toes in normal walking position. 
Now notice that the flexing point of your foot is at 
the forward area of the metatarsal . . . vot at the 
shank where shoes are ordinarily bent to demon- 


strate their flexibility. 


Shoes made with Onco innersoles by the exclusive 
Meta-Flex method have full metatarsal flexibility 


ONCO META-FLEX 


FULL FLEXIBILITY 
IN FORWARD AREA 
OF THE METATARSAL 


You can easily demonstrate the Meta-Flex method Notice the d, 


y Rey 
“abl, rhythmic 8 ex 


‘Cneo Base Material produced... 


Reg. U. S. Pat. Off. 





in Coweed Heutbilly 
Hor Nii) 


at this important tip line. They allow the foot to 





enjoy its natural walking action unhampered by 
stiffness or misplaced bend in the shoe. 


And you will find Onco “Comfort Depth” Inner- 
soles softer and smoother . . . with no rough edges 
next to the foot. This superior flexibility and com- 
fort is immediately apparent to the wearer the mo- 


ment she tries on the shoe. 


The Onco Meta-Flex method is the most important 
development in cement shoe construction. It has 
already proved itself in thousands of pairs of high 
grade shoes. Why not look into it? Make us prove 


it to you... right in your own factory. 

A letter addressed to our nearest office 
will bring our shoemaking expert to 
prove this claim. He will actually make 
a pair of shoes by this method in your 
factory to show you how you can make 

ORDINARY SHOE more flexible, more comfortable cement 
shoes. Write Brown Company, Onco Di- 
vision, 420 Lexington Avenue, New 
York, N. Y. Boston: 210 Lincoln Street. 
St. Louis: 3744 Market Street. 


Onco is trademarked for the protection of 
manufacturer, retailer and consumer. 


* 
Pat. Pending on Onco META-FLEX METHOD 


Sightness, Pleaibilty and Comfort Deplh 


Copyright 1938, Brown Company 
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(fataton wilh SCUFFLESS HEELS! 


Driving hard on heels? Goodness no—not since Du Pont got the idea 
of making heels Scuffess! 
No more tip-toeing across those iron grates in sidewalks—forget about 
dodging brick pavement and cinder driveways. Your heels will take care 
of themselves—stay sleek, smooth and new-looking when you've got 
Scuffiess “PYRAHEEL” plastic heel covering. 
Duck into your favorite shop—have them trot out the stunning new 
foot-flatterers with Scuffiess heels—get a glimpse of how smart and 
practical they really are. 
These two grand numbers shown here are made by The Krippendorf- 
Dittmann Company and Enna Jettick Shoes, Inc. 













“PYRAH EEL” 


REG. U.S. PAT. OFF. 








smart as they're 
- They look trim and 
regular manufac- 





“PYRAHEEL” plastic 
next order. It's a plus value that help heel covering on your 


today for samples and complete s make sales easier. Write 


de Nemours information. E. |. du P 
Fa & Co., Inc., Plastics Department, Adjanias. ar 
é ee é ’ cde 
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(for those who wauat the finest 
patent in colors — SETON presents 


rich, cAatanen browns. 
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The name for fine patent leather is SETON 
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Proudly, we announce ..... 














Friedman-Shelby salesmen are now on the road with a brand new 
line of samples reflecting the preferred leathers, colors, and pattern 
conceptions, ordained for Fall and Winter retailing. 





This new Fall and Winter line has been acclaimed! Merchants, style 
men, and salesmen alike, enthusiastically endorse this line as a 


"headliner". 


So numerous are the merits of this line from a standpoint not only 
of style conception, fitting qualities, and the numerous other fea- 
tures for which Friedman-Shelby's line is known; but, the prices apply- 
ing to the line have won favor because of their consistency with 
retail price demands and for the wholesome retail profit they will 


yield. 


Before placing your Fall order see this impressive line of ‘quick 


sellers". 


©@ post card will bring our salesman to your atone. © 
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